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Rough Proofs 


James Lawrence Fly believes that 
postwar radio sets won’t be in the 
puck Rogers tradition, but perhaps 
they may have just a little dash of 
Superman. 
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Barbara Stanwyck plays the lead 
in “Lady in Burlesque,” which 
started life as Gypsy Rose Lee’s “G- 
String Murder Case,” but somehow 
or other she lacks that old Gypsy 
authority. 
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Morton’s Heat-Fag salt tablets 
ought to find a good market this 
summer among hard-working golf- 
ers who pedal to the first tee and 
then tote their own bags. 
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Paul Galvin, of Motorola fame, 
says some of that miracle postwar 
radio copy must have been written 
by ad men with ants in their pants. 
Perhaps he hasn’t learned that an 
ad man without a few ants is pretty 
dull company. 
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Dale Nichols is good and sore at 
the ruthless business men who he 
says infest our midst, but its just 
possible he’s never asked an art di- 
rector to identify a really merce- 
nary illustrator. 
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OPA is still battling to make the | 


headlines, and before the summer is 
over it ought to be able to stage a 
pretty interesting bout for the wel- 
terweight championship. 
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Business men who have spent part 
of the war period in Washington 
may not be able to show their 
grandchildren any medals, but un- 
questionably they can display plenty 
of wound stripes. 
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“Steamship lines can’t fly,” re- 
ports ADVERTISING AGE. Surely this 
doesn’t mean that aviation enthusi- 
asts have given up completely on 
the idea of a flying steamboat. 
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Walter Winchell says that if you 
have $10,000,000 you can buy the 
Blue Network, but there are a lot of 
people who wouldn’t be even 
slightly interested in a blue, pink or 
purple network if they had $10,- 
000,000, 
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Phil Wrigley is successfully pro- 
motng a national professional 
league of girl softball teams, and 
thus far it hasn’t been announced 
the Cubs have applied for a 
hise. 
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Another newspaper has started a 
las-\fled department. There just 
oesn’t seem to be enough space to 
int all the different ways of say- 
“Help, help!” 
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few rationing orders haven't 
formed Americans into Rip 
Winkles, says John Donnelly & 
On the contrary, they’re keep- 
very wide awake, looking for 
est places to spend their ration 
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Most ad men,” says the Diary, 
& for a product of their own on 
h they can exercise their tal- 


nd most of them are smart 
igh to keep it strictly a side- 
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ACCOMPLISHMENT 


SHELL GASES 


The successful production of steel cart- 
ridge cases is heralded in this full-page 
advertisement of Electric Auto-Lite Co., 
Toledo, which appeared last week in 18 


newspapers of nine cities. Center of 

interest is a letter from the chief of 

ordnance picturing the difficulty and im- 
portance of the probiem. 


Sonora Campaign 
Builds Jobber 
as Key Factor 


Trade Told That 
| "Merchandise Armistice’ 
May Come Soon 


(Picture on Page 47) 

Chicago, June 9.—Returning to 
the national advertising field in a 
big way with an expanded advertis- 
ing campaign, Sonora Radio & Tele- 
vision Corporation today announced 
ja far-reaching program at its annual 
sales conference. Its plans are sig- 
nificant of the tremendous merchan- 
dising and advertising plans which 
the radio manufacturing industry is 
now developing for both immediate 
and postwar execution. 

Here are the highlights of the 
Sonora program: 

1. Launching immediately a 
series of 4-color pages in national 
magazines to help morale on the 
home front and reestablish the 
name prestige of Sonora, “clear as 
a bell.” 

2. Confirmation of the exclusive 
policy of selling through jobbers, 
and backing up jobber distribution 
with consumer advertising on a 
major scale. 

3. Preparing the trade, through 
a smashing campaign in business 
papers, for early resumption of at 
least limited manufacture of radio 


reception facilities. 
Jobber “Vital Channel” 


Jos. N. Gerl, president of the 
Chicago corporation, is a strong be- 
‘liever in the jobber as a primary 
factor in distribution, and the new 


can system of free enterprise.” 
Sonora is being promoted as the 
(Continued on Page 42) 
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Used Car Dealers, 
Hungry for Autos, 
Step Up Promotion 


Total Classified 
Used Car Linage Up 
83°%, in N. Y. Dailies 


New York, June 9.— Used car 
dealers throughout the country who 
were sturdy enough to absorb the 
initial shock of stringent govern- 
mental restrictions on automobile 
production and gasoline rationing 
are now bleeding states on the east- 
ern seaboard of new and old cars 
alike in their zeal to “cash in” on 
the rich western market created by 
war workers urgently in need of 
transportation facilities. 

To fully exploit their new-found 
bonanza, both neighborhood and out 
of town dealers, heavy classified ad- 
vertisers in prewar days, have re- 
turned en masse to newspapers here 
as well as local radio stations. Such 
high pressure copy as “We Don’t 
Talk High Prices—We Pay High 
Prices,” and “Quibble About the 
Price—Not Us,” or “Sell Us Your 
Idle Car—It is Badly Needed in 
Farming and Defense Areas,” has 
become commonplace in all New 
York dailies. 


Linage Jumps 83% 


Realizing that profits depend en- 
tirely upon the number of cars they 
can round up, dealers have made 
good use of newspapers as demon- 
strated by a strong increase in 
classified linage. During the first 
five months of 1943 New York 
papers showed a total linage gain 
of 83% over the comparable period 
in 1942, according to Advertising 
Linage Service. 

The Brooklyn Eagle showed an 
increase of 48% during the first five 
months in 1943, against the like 
period last year; The New York 
Journal-American stepped up _ its 
used car linage 58%; the Post went 
ahead 30%; the Mirror gained 100%; 
the World-Telegram advanced 28%; 
the Times, 214%; and the Tribune, 
38%. The Sun, which does not have 
a regular classified section, netted 
371 lines during the first five months 
this year, against 28 lines for the 
same five months in 1942. The 
Daily News booked 3,176 lines from 
May 12, when it inaugurated a clas- 


(Continued on Page 43) 


PRESIDES AT MEET 


William Ellyson Jr., 
Leader (left), retiring president of the 
Newspaper Advertising Executives As- 


Richmond News- 


sociation, chats with Don Patterson, 
Scripps-Howard Newspapers, at the 
NAEA convention in New York. 


Must Curb Buying 
fo Avert Inflation, 
Speakers Tell NAEA 


New York, June 10.—From a 
| prominent advertising agency execu- 


|Treasury Department, members of 
the Newspaper Advertising Execu- 
tives Association in convention in 
New York this week heard a strange 
admonition—‘Urge the public not 
to buy!” 

Walter J. Weir, vice-president of 
Kenyon & Eckhardt, Inc., New York, 
said it straight out. Herbert E. 
Gaston, Assistant Secretary of the 
Treasury, didn’t go that far, but 
that idea was the essence of his 
remarks. 

Both speakers asserted that the 


(Continued on Page 44) 


| handles the account. 


Last Minute News Flashes 


Magazines, Dailies to Push New Columbia Film 


New York, June 11.—Columbia Pictures Corporation will initiate a 
large-scale advertising drive for its new film, “First Comes Courage,” | 
sets and parts to maintain America’s | starring Merle Oberon and Brian Aherne, with full-page color insertions | 
in September issues of fan magazines. 
/'augmented by newspaper advertisements. 


The magazine campaign will be 
Weiss & Geller, New York, 


Consumer Relations Ad Group Joins ASA 


| New York, June 11.—The Committee on Consumer Relations in Adver- Chambers, advertising manager, St. 


| Standards Association. 


campaign is built around the theme |tising, a coordinating organization in the advertising field representing | Louis 


that the jobber is “the backbone of | agencies and media, has been accepted into membership in the American | Westcott, 
the home front” and “a vital chan-| 


Bogan Named to Cribben & Sexton Post 


New York, June 11.—John E. Bogan, formerly director of sales promo- | medium, 


| tion and advertising for the Association of Gas Appliance and Equipment 


tract coordinator of the Cribben & 
turer of Universal gas ranges. 
and war work. 


Office of Maxon, Inc. 


tact operations for the agency. 


M | Manufacturers, has been appointed general sales manager and war con- 
34 | 
28 


Sexton Company, Chicago, manufac- 


The firm is engaged entirely in munitions 


Brown Takes Maxon Public Relations Directorship 
New York, June 11.—C. Edgar Brown, for the past 11 years assistant | 
to Charles Michelson, publicity adviser for the Democratic National Com- 
mittee, has been appointed director of public relations in the New York | will be 
He succeeds Marlin Pew, who will undertake con- 


Newspapers. Complacency 


Target at NAEA Meet 


Retail Promotion 
Committee Named to 
Study Competition 


(Stories covering other phases of 
the NAEA war conference appear 
on Pages 6, 14 and 26 of this issue.) 


By WARREN BASSETT 

New York, June 9.—Although the 
war has dramatically highlighted 
the indispensability of newspapers 
in a democracy and provided them 
with their greatest opportunity both 
for public service and as an adver- 
tising medium, problems still exist 
which must be attacked and over- 
come, members of the Newspaper 
Advertising Executives Association 
were told at their annual conven- 
tion, which closed here today. 

Of all the problems the “Big 
Three” are, it was indicated, radio 
competition in the retail as well as 
the national field, the threat of fur- 
ther curtailment of newsprint sup- 
plies which will require rationing 
of advertising, and the complacent, 
indifferent and even obstructionist 
attitude on the part of some news- 
papers in regard to movements 
which have for their goal the pro- 
motion of newspapers as a whole. 

Significant of the fighting attitude 
of this wartime meeting of the 
country’s leading newspaper adver- 
tising executives was the appoint- 
ment of a committee new in NAEA 
history, a retail promotion commit- 
tee, whose sole duty’ will be to study 
and report on the selling plans of 
competitive media Funds neces- 
sary for the committee’s research 
will be solicited and it will report 
to the next NAEA meeting in the 
fall, or earlier through the office of 


|the NAEA if the committee deems 
|tive and a high official of the U. S. 


that a report should be made. 


Radio a Factor 


Although all competing media 
will be studied it is no secret that 
increasingly stiff radio competition 
in the retail as well as the national 
field was a large factor in the minds 
of NAEA members when they voted 
to activate such a committee. 

Chairman of the new _ group, 
appointed by William Ellyson Jr., 
Richmond News-Leader and Times- 
Dispatch, retiring NAEA president, 
is H. H. MacLean, manager of retail 
store advertising, Scripps-Howard 
Newspapers, New York. Other 
members of the committee will be 
appointed by the newly elected 
president, William Wallace, adver- 
tising manager, Toronto Star. 


Another significant action taken 
by the convention, although the 
retail-general rate problem was not 
on the program, was the appoint- 
ment of a new committee to study a 
new definition of retail and general 
advertising. Its members are: Col. 
| Leroy W. Herron, advertising direc- 
jtor, Washington Star, chairman; 
Don Patterson, Scripps - Howard 
|Newspapers, New York; Stuart M. 


Post - Dispatch; 
advertising 


Frank 
manager, 


and 


1e front = | This is the first advertising group to be listed | Post-Tribune, Gary, Ind. This group 
nel of distribution under the Ameri- | among the 76 national organizations which hold membership in the as- 
sociation. 


will report at the 
meeting. 

| The discussion of rationing of 
jadvertising which took place at 
|three separate group meetings of 
large and metropolitan 
newspapers was off the record, but 
|}it was learned that practically all 
papers represented will have to 
ration advertising space if there is a 
further 10% cut in newsprint sup- 
|plies this fall. Only a few news- 


NAEA October 


papers have adopted a rationing 
program at the present time, but 
those which have are determined 


| that retail copy will be the last to 


|be restricted. The first category 
classified and institutional, 
|} with general next. One paper has 


| already been successful in dropping 
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ADVERTISING AGE 


classified pages from its country 
editions at a saving of from two to 
four pages daily and four to six 
Sunday and without criticism. Spe- 
cial event retail copy has also been 
dropped from country editions’ copy 
which states that no telephone or 
mail orders will be accepted, with 
the stores gladly giving their per- 
mission. In this way as high as 
eight pages in a single issue have 
been saved. 

On the whole, however, NAEA 
members were reluctant to discuss 
this problem, preferring to attack it 
when the need actually arises. 


Complacency Criticized 


What was termed the complacent, 
indifferent and even obstructionist 
attitude on the part of some news- 
paper publishers and executives was 
sharply criticized by two speakers, 
J. H. Sawyer Jr., chairman of the 
new business committee of the Chi- 
cago Newspaper’ Representatives 
Association, and C. F. McCahill, 
vice-president and general manager 
of the Cleveland News. 

After relating the big strides 
made by his group in inducing large 
advertisers to return to newspapers, 
and in obtaining new advertising, 
Mr. Sawyer lashed out at those 
newspapers which “put the heat” on 
an advertiser and induce local deal- 
ers to do so because they have been 
left off the schedule. Many adver- 
tisers are weary of the “barrage of 
special pleas and actual abuse” they 


AT NAEA SPEAKERS' TABLE 


Photographed at the NAEA luncheon, upper left: Henry W. Manz, Cincinnati Post; 
William Ellyson Jr., Richmond News-Leader, retiring NAEA president; C. E. 
Phillips, Rockford Star and Register-Republic. Upper right, at the speakers’ table, 
left to right: Don U. Bridge, special consultant, War Savings Staff, U. S. Treasury; 
William Wallace, Toronto Star, new president of NAEA; and Thomas Lane, chief, 
advertising section, War Savings Staff. Lower left: guest speaker at the luncheon 
was (left) Herbert E. Gaston, Assistant Secretary of the Treasury. With him are 
Frank E. Tripp, Gannett Newspapers, center, and Chester La Roche, chairman of 


the War Advertising Council. 


Lower right: Walter J. Weir, vice-president, 


Kenyon & Eckhardt; Jay Egan, New York Times; and Stuart Chambers, St. Louis 


Post-Dispatch. 


often receive, and Mr. Sawyer/this practice meetings of special 
quoted one as saying, “We had a/representatives have been held in 
nice quiet time when we weren’t|Chicago, who in turn have worked 


using newspapers.” To counteract! with their publishers, with the re- 


sult that when a recent new cam- 
paign was launched only one paper 
not on the schedule put special 
pressure on the advertiser, Mr. 
Sawyer stated. 

“Our only opposition is not neces- 
sarily other media, but our own 
attitude and practice,” he declared. 

Mr. McCahill, speaking on “home 
office responsibility” in the selling 
of national advertising, made a plea 
for greater support of the work of 
the ANPA Bureau of Advertising. 
Too many publishers are either 
indifferent to the work or fail to 
support it adequately. 

“Here we are,” he said, “a billion 
dollar industry appropriating for 
the work of the Bureau a sum which 
could be matched by a prosperous 
specialty shop or a fair-sized de- 
partment store. We all know that 
radio has been making big inroads, 
yet we provide only a $360,000 
annual budget to the Bureau to sell 
this billion dollar business.” 


Reports Cleveland Case 


He told how the Cleveland news- 
papers had cooperated to arrange a 
dinner for the city’s leading indus- 
trialists, at which William A. Thom- 
son, director of the Bureau of 
Advertising, spoke. As a result of 
this talk, a later one by Frederick 
Dickinson, sales manager of the 
Bureau, and further follow-up work 
by the dailies, eight double-truck 
advertisements signed by 14 of 

(Continued on Page 45) 
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TOUGH LUCK, FELLAH 


Will you, too, be yelling “Uncie!" when the end of 
the war opens up the pent-up demand in the profit- 
able markets of those twenty Latin American repub- 
lics? Holding back your advertising budget at this 
stage of the game is one sure way of maneuvering 
yourself into the jinx spot—behind the 8 ball. Don't 
miscue on this money-making play! 
your most profitable shots are those aimed at our 
sister Hemisphere's 125,000,000 individuals, all eager 


Chalk your cue with *BPIC advertising NOW and 
you are safe in calling your shots for all the pockets 
of postwar Good Neighbor trade. 
ized Export Magazines give top score coverage of 
the drug, engineering, industrial and construction 
fields in Latin America, and of the automotive field 
throughout the world. 
stake is a lush slice of Latin America's present and 
post war business! 


*BPIC Special- 


The 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK CITY 
and Chilton Co., Inc.) 


FARMACEUTICO 


published monthly in Span- 

ish, eirculates to the Latin 

. American INDUSTRIAL 
- field. 


published monthly in Span- er pu 5 A 
ish. circuls " ish and circulating to the 
i ae SS a AUTOMOTIVE TRADE in 
American CONSTRUCTION Asia, Africa, Europe and 
field. Oceania. 


published monthly in Span- 
ish and circulating to the 
AUTOMOTIVE TRADE 
Latin America. 


published monthly in Span- 
ish and circulating to the 
in DRUG TRADE in Latin 
America. 
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Gimbel's Sets U; 
Revolutionary # 


Lay-Away Plan 


New York, June 9.—Using 200 
line copy in the World-Te} ‘ 
Gimbel Brothers today annoy; 
new “revolutionary” lay-awa, 
which allows the customer to 
any article he desires withou: a), 
deposit or down payment. Th, iter, 
is immediately stored away Ty, 
customer pays at his own co 


JTam. 
‘ed 
plan, 
elect 


Pea! Nveni. 
ence, after signing an agr ment 
stating how much and how often 


he’d like to make payment: «, 
course, you'll want to make steaqy 
regular payments so that we’)! know 
you’re seriously interested in own. 
ing the article,” Gimbel’s advertise. 
ment reads. 

Explaining that any sizable pur- 
chase can be made, a footnote 
clarifies the meaning of a “sizabje” 
purchase thus: “Fur-lined tuxeg 
coat? Yes. Layette for a new baby’ 
Yes. Pair of gloves? No. Square cy; 
emerald? Yes. Pair of dollar ear. 
rings? No.” 

All merchandise is kept by Gim-. 
bel’s until fully paid for. “From noy 
on, grab anything that suits you—t, 
be laid away and paid for at your 
own sweet will,” concludes the ad- 
vertisement. “Come on in! See how 
it feels to buy sans cents, sans sous. 
sans simoleons—it’s wonderful!” 


Keeshin Asks CAB 
to Okay Postwar 
Air Freight Line 


Chicago, June 8.—Serving notice 
that it intends to be in the thick 
of the competitive fray in postwar 
transportation, Keeshin Air Freight 
Inc., filed application with the Civ’ 
Aeronautics Board in Washington 
this week for authority to operate 
a huge network of aerial freight 
lines. 

The company, a_ subsidiary of 
Keeshin Motor Express Company 
told the CAB that although it owns 
no aircraft now it is convinced that 
it can obtain a sufficient number of 
cargo planes after the war to oper- 
ate the lines on a profitable basis 
More than 200 major cities in the 
United States, as well as a number 
of foreign cities, would be served 
by the proposed air routes. 

While plans for such routes by 
airlines and other motor carriers 
have figured in the news recently, 
and have been the subject of some 
advertising, Keeshin officials in Chi- 
cago said they do not contemplate 
use of advertising space now to pro- 
mote the freight line. The motor 
express company’s past advertising 
has been limited to infrequent use 
of business papers outlining its 
motor service. 


Resigns Brach Account 


Sherman K. Ellis & Co., New 
York, has resigned the account of 
E. J. Brach and Sons, Chicago candy 
manufacturer. 


Gets New Account 


Continental Radio & Television 
Company, New York, has appointed 
Foreign Advertising and Service 
Bureau, New York, to handle 
export advertising. Business papers 
and consumer media will be used. 


THE 
BATTLE CREEK 


ENQUIRER 


Always a prosp®"° 
community — 
Creek with '* 
population of 
—is an even 
market today. ~°°° 
and munition . 
are busy. 
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ADVERTISING AGE 


eading 


omen’s Groups 


give Most Prospects Per $ | j 
in the“New Money Market”! { * 


Yes, Leading Women’s Groups Provide 
200% to 241% More’ New Money Market”’ 
Coverage Per $ Than Do Weekly, Service 
or General Monthly Magazines. 


Key merchandisers everywhere are shifting 
tactics to sell today’s ‘‘ New Money Market.”’ 
What are you doing to reach these new buyers 
of today and tomorrow? 


BF ghee has got to take a different 
trend,” says Mr. Frank Griffith, presi- 
dent of the National Association of Chain Drug 
Stores, “It must broaden its appeal to include 
wage earner families who are already changing 
old line market patterns.” 

Use of leading Women’s Groups permits your 
ads to follow these basic buying shifts. Women’s 
Groups bulk their readership among Wage 
Earner families whose incomes are up (yet who 


do not read other magazines to any appreciable 
degree). 

Macfadden Women’s Group editors know how 
to get your ads in front of the cream of this 
“new money market.” They know the kind of 
story that appeals to, and influences, the younger, 
beauty-conscious housewives. But it takes time 
to build this kind of close, editorial relationship 
and that’s why it’s important to you that, this 
fall, Macfadden Women’s Group will celebrate 
its 10th year with the same jive, time-tested > Nightly Ritual for Mrs. Stines is her 15 minutes in front of the medi- 


magazines. cine cabinet mirror. And then to bed... and a few minutes with her favorite 
And this fact is among che reasons why the magazine. “I like True Romances because it gives me faith to know that 


4 : ’ ; other people have problems more serious than mine. I've learned that 
five Macfadden Women’s Group Magazines, to- some things which cause me to worry, often happen for the best.” _—_, 
gether, provide the first, surest and best route 

to reach the “New Money Market.” 


Busman’s holiday! Mr. Stines, a machinist in a war 
plant, tinkers with the family car. His is a hobby that calls 
later for a good workout with hand soap. “No scrub—no 
dinner,” says Mrs. Stines. 


“‘We’re living in Mother’s home for the 
duration. The way Dayton is crowded, we can’t find 
a home of our own, That’s what we're saving for.” 


“Jim and met! It does us good to doll 
up once in a while for an evening out.” | 


“Housework is hard 
on hands, so I always keep 
some lotion handy to apply 
when my work is done.” 


“I like to look my 
best when Jim comes home.” 


“Rowena and Gayle started early 


in habits of cleanliness.” 


cFADD 


a é 
| \ 


NNIVERSARY | 


Founded originally in 1923 — with the 
same 5S magazines since 1933 


%, 1933-1943 9° 


EDITED FOR YOUNG HOUSEWIVES IN WAGE EARNER FAMILIES 


Mactadden Women's Grou 


AMERICA’S OLDEST, MOST STABLE WOMEN’S GROUP 
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Paper Forecast for 
Third Quarter Is 
Fair to Cloudy 


By JOHN CRICHTON 


Washington, D. C., June 9.—The 
news of the paper front was bad 
this week. The publishing business, 
which has been happy in the assur- 
ance that no paper cuts were forth- 
coming until October, and riding 
the crest of a surging wave of 
advertising, heard rumblings that 
indicated trouble in paradise. 

The first indication that paper 
might be more scarce than had been 
hoped was the report that receipts 
of pulpwood were some 22% be- 
hind, and that War Production 
Board officials were prepared for a 
minus 25% figure for the year. 

Admittedly, the reduction in re- 
ceipts does not automatically indi- 
cate that an equal reduction in 
consumption will be necessary—but 
it does point clearly to the necessity 
for getting more paper out of the 
tonnage available. 


Have Predicted Shortages 


It is well known that officials 
working closest to the paper situa- 


tion have never been particularly 
optimistic about the supply picture. 
They have’ repeatedly forecast 
shortages, dwindling inventories 
and further restrictions. 

When Donald M. Nelson said that, 
provided the publishers lived within 
their quotas, no further cuts were 
likely until Oct. 1, he released a 
sigh of pent-up anxiety from many 
a publisher’s throat. But indica- 
tions here seem to show that if 
publishers get through the third 
quarter of the year without another 
cut, they will have done very well. 

In fact, it has been said by paper 
officials that if actual shortages of 
paper do not develop during the 
third quarter in some areas, it will 
be a miracle. 

To publishers who puzzled over 
the ANPA’s report showing that 
reductions achieved under the 
newspaper formula were not equal- 
ling the 10% which WPB had origi- 
nally hoped for, officials explain 
that this does not indicate that 
newspaper publishers have been 
hedging their quotas. It merely 
shows that the formula was not 
geared to produce the desired 
amount of saving. 


Administration Equitable 


The administration of the paper 
order has been equitable and strin- 
gent. No publicity is permitted re- 
garding the exceptions permitted, 
or the additional tonnage allowed to 
publishers, but the informed opinion 


is that the number is very small. 
Successful pleas are a very minor 


| percentage of the requests for more 


paper. 

Magazines have been praised by 
government officials for their energy 
in plunging into the problem of 
paper saving. Some publications, 
beyond the necessary steps of cut- 
ting down on their paper weight 
to make the initial 10%, have gone 
much farther. Under the magazine 
order, this expedient has several 
advantages: It permits the erection 
of a backlog of paper, and maga- 
zines are permitted to borrow from 
quarter to quarter. 

Second, it permits the handling 
of new subscribers and advertisers. 
In WPB’s printing and publishing 
division can be seen outstanding 
examples of paper conservation by 
this method, in which publishers 
voluntarily reduced their paper 
weight far below the 10% required. 


Some Problems Unsolved 


There are still problems in the 
paper consumption field to be ironed 
out, and much of the ironing out 
must come from industry itself. 
For example, the problem of switch- 
ing inventories has not yet been 
satisfactorily solved. A _ publisher 
who has 50-lb. stock and wants to 
go to 45, should be able to find a 
publisher who wants to drop from 
55-lb. stock to 50, and so dispose 
of his inventory. 

Another problem is that of the 


SAGINAW Welcomes 1200 


More General Motors Workers 


A BOOTH Newspaper MARKET 


The new Saginaw General 


Motors’ aluminum 


added another 1200 highly paid 
workers to Saginaw’s population. 
New additions to other Saginaw 
industries will add another 3500 


workers in the next six months. 


The Saginaw area, 


population of almost 100,000, is in 
the strongest economic position it 


has ever known. Employment and 
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payrolls have never been so high 


Saginaw is another Booth News- 
paper Market—covered practically 


home by home by the Saginaw 


For further information on the 


Saginaw Market, and the Saginaw 
News, call I. A. Klein, 50 FE, 42nd 


with a total 


Street, New 


Chicago. 


York, 
Lutz, 435 N. Michigan Avenue, 


or John E. 


reclamation of waste paper. Though | 
unverified officially, some private 


reclamation plants are working no- 
where near their capacity. While 
official figures are not now available 
on this situation, the answer may 
lie in the gasoline shortage, which 
has severely hampered the collee- 
tion of waste paper, along with 
other refuse. 

Likewise, indications pointed to 
an increase in the price of news- 
print. When Canadian sources nego- 
tiated their last increase in news- 
print price, it was made clear that 
they weren’t completely satisfied 
and that negotiations would prob- 
ably be reopened. Strangely, it 
seemed that pressure from United 
States newsprint mills, not Cana- 
dian, were forcing the issue. De- 
mands were said to run in the 
neighborhood of $5 to $6 per ton 
increase. 


Pulpwood Receipts 
Down 22% for 


First Four Months 


Washington, June 8.—Pulpwood 
receipts during the first four months 
of 1943 were 22% below receipts for 
the same period in 1942, and WPB 
officials believe that receipts may 
fall 3% further by the end of the 
year. Paper production, War Pro- 
duction Board men feel, will decline 
in approximately the same propor- 
tion—22-25%. 

However, WPB says that the de- 

cline meets estimates made by the 
printing and publishing division 
and has been taken into account in 
figuring future paper supplies. 
The greatest decline in receipts 
| was noted in the lake states, where 
it dropped 45%; the Pacific North- 
west fell off 30%; the Appalachian 
region some 21%; the South 14%; 
and the Northwest, 8%. Canadian 
production has also slumped, but 
WPB seems fairly confident that the 
Dominion will deliver the 1,550,000 
cords previously promised to Amer- 
ican mills. 


Lacked Coordinated Action 


Primarily responsible is the lack 
of labor in the woods. Confiden- 
tially, and off-the-record, lumber 
men say that one of the worst 
things about the lumber production 
picture is the shocking lack of coor- 
|dination among war agencies. For 
example, ADVERTISING AGE learned, 
when WPB was trying to persuade 
farmers to devote part of their time 
to clearing logs from wooded areas 
to step up pulpwood receipts, the 
farmers were intensely worried be- 
cause no provision had been made 
to insure their draft status. If they 
|were farming, they were exempt, 
but if they were cutting wood, they 
| were liable to be drafted. This was 
|later remedied, but lumber men say 
that the farm program will never 
be the success it might have been 
had some coordinating action been 
taken. 

The secon@* factor is the shortage 
of transportation, now made keener 
by the acute gasoline supply situa- 
tion on the East Coast. These two 
factors, the WPB pulpwood indus- 
try advisory committee believes, are 
practically certain to guarantee a 
25% reduction in the amount of 
pulpwood available. 


Ballantine Buys Half 


of Feigenspan Brewing 


P. Ballantine & Sons, Newark, 
N. J., has purchased a half interest 
jm. the Christian Feigenspan Brew- 
ing Company, Newark. Stock was 
purchased from William R. Reilly, 
president of the latter company. 

Asked if the purchase was a fore- 
runner of a merger, Carl W. Baden- 
hausen, president of Ballantine, 
said: “Mr. Reilly wanted to sell 
his stock and P. Ballantine & Sons 
purchased it. That is all there is 
to the story just now.” 


sources declare that waste paper) , 
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LANDED AND SMILING 


This is the third in the series of adver. 
tisements by the New Haven Railroad 
currently appearing in newspapers, {, 
be followed by national magazines, |, 
marked contrast to the sombre, fore. 
boding expression of “The Kid" in the 
two previous insertions, the third shows 
a smiling countenance lightened by , 
letter from home. 


——_ 


Farm Paper Drive 


Boosts Pulpwood 
Flow to Mills 


New York, June 8.— Pulpwood 
consuming mills were reaping a 
extra harvest in farm-cut pulpwood 
this week as the result of a wide. 
spread campaign which reached jt; 
climax May 31, urging farmers t 
cut and market their own trees fo; 
vital war purposes. 

A dozen farm paper publication; 
whose circulations blanket the prin- 
cipal pulpwood producing state 
carried a four-page insert, “Notice 
to farmers with woodlands,” 
issues which appeared during the 
latter half of May. Almost 4,000,00/ 
farms were reached by these inserts 
alone. 

Folders describing the special 
wartime campaign, produced by the 
National Publishers Association in 
cooperation with the war produc- 
tion committee of the pulpwood 
consuming industries, were maile 
to county agricultural agents, stat 
and federal foresters in the Great 
Lakes, New England, Appalachian 
and southern states, pulpwood mills 
and association members. The com- 
mittee prepared 75,000 copies of 
circular, “Uncle Sam needs you 
trees now for pulpwood,” for dis- 
tribution to all farmers with wood- 
lands, and 50,000 two-color poste! 
urged farmers to cut and sell pulp- 
wood, thus helping the government 
make such important products 4 
gun powder, parachutes, medica 
dressings and shipping containers 
Articles and editorials in the entir 
farm press supported the special 
drive. 

The campaign, sponsored by the 
pulpwood, paper and_ publishing 
industries, was heartily endorsed }) 
the War Production Board. Charles 
C. Rees, sales promotion manage! 
Curtis Publishing Company, w® 
assigned by the association to pla! 
for and execute the cooperative 
campaign. 


Norman to ‘Newsweek 

F. S. Norman, formerly gener 
manager of Conde Nast pubiica- 
tions, has been appointed assistat' 
to the general manager of News- 
week, in charge of postwar produc: 
tion planning. 


Lane Heads Ad Club 

Walter T. Lane Jr., assistant 
cashier and director of advert sing 
and public relations for the Atlant 
National Bank, Jacksonville, F!4 
has been elected president of 
Advertising Club of Jacksonvi 
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ADVERTISING AGE 


Keep your business 
: on the pean 
es with 


SCREEN AST 


TRADE MARK REGISTERED 


a ay WHILE THE WAR IS ON—your advertising must solve a community merchandising problem 


and must render a community security service. 


WITH SIGHT, SOUND, ACTION in one medium — MOTION PICTURE ADVERTISING 
—you can keep your business on the beam by dramatizing its relation to the local war effort 
and the community's plans for future security. 


READY NOW for your sponsored presentation to waiting theatre audiences in cities, towns 
and neighborhoods all over the nation are these authorized Community Security Campaigns, 


produced under the supervision of U. S. government agencies. 


WAR SAVINGS CAMPAIGN 
OPA RATIONING CAMPAIGN 
CIVILIAN DEFENSE CAMPAIGN 
LABOR JOB SAFETY CAMPAIGN 


WHEN THE WAR IS OVER—your product will be synonymous with community security 


and your name and service will be long remembered in the minds and hearts of local America. 


EACH CAMPAIGN INCLUDES A SOLID, CRISP IMPRESSION IN 
26 DIFFERENT SUBJECTS! LESS THAN A MINUTE! 

One shown every other week at every performance during Each subject introduced under government-agency title. 

week—screening guaranteed. Can be sponsored nation- Then, in playlet form, the story of a community necessity 

ally, sectionally or locally. No production cost — low is interpreted by professional actors, closing with your 

distribution rates cover everything. name and your message as sponsor. 


THESE CAMPAIGNS ARE COMMISSIONABLE 
| Write for explanatory literature or WIRE COLLECT for representative to call. He'll be glad to demonstrate films. 


S 


Jeb kia bt lie let 


REEN Neélwork of Theatre Communication” 


CREEN ROADCASTS 


a 923 15TH STREET, N. W. WASHINGTON, D. C. 


- Pt Ps 4 . x 
Be iclineteicinenties ators! seen Aa ea SS SO a 


a ~Distributed—In Southern, Atlantic and New England States by Motion Picture Advertising Service Co., ‘tas., New 


di Orleans, Louisiana. In Northern, Mid-Western and Western States by United Film Ad Service, Inc., Kansas City, Mo. 
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. almost ruined. In February, how-|ing for the coupons, that they must/ tion is also using large display space . 
Advertised Brands ever, the public swung back to|get thousands more coupons to|/to enlist as workers women who Magazines Carry 
advertised brands even at higher| maintain their volume. They must|have never worked before. Store 


Gain in Sales 


Under Rationing 


Public Now Demands 
Quality Products, 
Brooks Tells NAEA 


New York, June 9.—Although 
rationing had a sharply depressing 
effect on the sales of nationally 
advertised products when it was 
first imposed, there has been a 
strong swing back to quality mer- 
chandise in the past few months, 
with the result that advertisers 
who maintained their schedules in 
newspapers are getting a larger 
share of the market, Vernon Brooks, 
advertising director of the New 
York World-Telegram, told the an- 
nual convention of the Newspaper 
Advertising Executives Association 
here this week. 

Armed with facts obtained 
through the World-Telegram’s gro- 
cery store inventory plan, Mr. 
Brooks stated that when sugar and 
coffee rationing went into effect 
sales dropped off sharply for 60 
days, chiefly due to hoarding. In 
the coffee field in the same period, 
sales of non-advertised brands in- 
creased sharply because hoarding 
had depleted dealers’ stocks. When 
a buyer was unable to obtain his 
favorite brand he bought non-ad- 
vertised coffees, with the result that 
sales of advertised brands were 


prices. 

Since January of this year eight 
coffee brands were off 31%, but by 
April they were off only 13%, Mr. 
Brooks declared. 


Improved Their Position 


“Thus the brands which continued 
to advertise improved their position 
in the market,” he continued. “That 
should be enough to convince any 
advertiser that advertising under 
rationing will increase his percent- 
age of the available market. And I 
do not mean name or prestige 
advertising, but straight selling 
copy. 

“Every coupon means a customer; 
therefore, there is every sound rea- 
son for continued advertising be- 
cause you have to sell more people 
to get more volume. You cannot 
depend any more on those people 
who formerly bought in larger 
quantities, for now they, too, are 
rationed.” 

Mr. Brooks then discussed shoe 
rationing, providing an answer for 
those advertising solicitors who 
complain, “What can I reply when 
the dealer says he doesn’t have to 
advertise because of rationing; that 
he can sell everything he has in his 
store?” 

“The fact is,” Mr. Brooks said, 
“he should advertise now more than 
ever. Before rationing many of his 
rich women customers probably 
bought 15 to 20 pairs of shoes a 
year. He obtained a high volume 
from a small segment of his cus- 
tomers. Today Mrs. Astorbilt gets 
only three pairs a year, just as you 
and I, unless someone gives her 
extra coupons, or she steals them. 
That means all dealers are compet- 


advertise to attract new buyers, for 
each coupon today means one per- 
son. The McAn stores, selling low- 
priced shoes, realize this and their 
advertising volume today is higher 
than ever before. They must main- 
tain their market in the face of the 
swing to higher priced shoes. 


Must Get Their Share 


“There were 310,000,000 No. 17 
coupons issued from Washington. 
There are 300,000,000 pairs of shoes 
for civilian consumption manufac- 
tured each year. It is self-evident 
that stores must advertise to get 
their share of the coupons and stay 
in business.” 

Answering the plaint of many 
merchants that “I can’t advertise 
because I am doing all the business 
I can handle with my depleted staff 
and I can’t get any help,” Mr. 
Brooks, in effect, answered “Ba- 
loney!” 

“The fact is, they can get help,” 
he asserted. “Not by the old, stereo- 
typed ‘Help Wanted’ ads, because 
it is true that the bottom of the 
barrel has been scraped when it 
comes to workers—and by that I 
mean those who are normally em- 
ployed. But a successful, new tech- 
nique has been developed which 
taps the field of those who have 
never been classed as workers be- 
fore, chiefly women, some elderly 
but efficient, whose sons or daugh- 
ters are in the armed forces, wives 
of service men, and housewives. 

“Schrafft’s restaurants in New 
York turned to display space to seek 
waitresses and hostesses, using a 
schedule of 1,000-line copy 15 times. 
They have had phenomenal success. 
The Wright Aeronautical Corpora- 


ANOTHER “FIRST’’! 


EXPLAINED) 


By JACOB ®. FREUND, LLB, LLM 
ATTORNEY AT LAW AND TAX COMSULTANT | 
| 


|| FOR EMPLOYER AND EMPLOYEE 


Hit 
| 


IMPRINT SPACE 
1¥%2” deep by 5's” wide 


JACOB R. 


group cannot. 
It is the civic duty of eve 
others to help customers an 


is 6x 9. 


are pertinent and seemingly complicated 


rovisions. 


advertiser, large and small, banks, insurance agents, business houses, and 
clients solve their tax problems. To do this, give them Freund's book, 
with its 16 pages beautifully printed in two colors on 60 Ib. fine White Warren's Offset. Page size 


THE MOST TIMELY 
OFFER EVER MADE! 


A COMPLETE EXPLANATION OF 
THE NEW TAX LAWS 


5 FULL PAGES SHOWING 
WITHHOLDING TAX TABLES 


WRITTEN BY 


Attorney and Federal Tax Consultant 


THE BOOK FOR EVERYONE! 


More than 44,000,000 people are affected by the new PAY-AS-YOU-GO INCOME TAX. There 
However, Jacob R. Freund, author of "ABC 
of Income Tax Returns" and "Your Income Tax Return Simplified" reduced to sixteen pages the facts 
that every single and married person in the United States must have. 

Freund's name is known from coast to coast by "the little 
tax books written by him have been sold in 1942-43. The rich people can afford personal attention 
from tax experts and attorneys. The vast majority, the middle class, and the lower income bracket 


eople” because more than 2,600,000 


FREUND, LLB, LLM 


Treasury Department calculations showin 


of dependents 


FOR USE BY CORPORATIONS! 


Large and small corporations will find this book a wonderful 
good-will builder among their own employees. 
tions start even the most loyal employees may question the 
amounts taken from the pay envelopes and salary checks. 
tables of deductions in this book are actual reprints of the 


deducted from all earnings based on marital status and number 
By using this book, both employer and employee 
can tell at a glance proper amounts of deductions. 


When deduc- 
The 


how much must be 


be filed. 


CONTENTS OF BOOK 


Full explanations are given in this book of how the Withholding 
Tax"’ operates; relation of “Victory Tax"’ to ‘Withholding Tax,’ 
estimating installment payments, forgiveness of taxes, concessions 
to members of the Armed Forces, abatement of taxes under 
certain conditions, etc., etc., as well as a reproduction of the 
United States Treasury Department form showing the certificate 
one must file to get the proper tax exemption credit. 
included is a “PAY-AS-YOU-GO" Income Tax calendar showing 
dates of payments and when estimate of future earnings must 


Also 


ASK FOR A SAMPLE TODAY! FREE TO RATED FIRMS! Others send 10 cents. 


Wm. C. Popper & Co. 


An "in the mail for a dime" item even in small quantities! Get our prices! 


148 Lafayette St., New York 


Publishers 
Since 1893 


help can be obtained if the mer- 
chant will go about it in the right 
way.” 

In selling space Mr. Brooks urged 
his listeners always to remember 
that first of all they are newspaper- 
men and should be good reporters. 

“Good reporting by salesmen can 
generate advertising,” he - said. 
“Read the retail trade papers and 
watch your retail stores carefully 
for new merchandising ideas which 
may be applied elsewhere. Many 
new accounts have been developed, 
and many old ones increased, by 
this method.” 

In closing he gave a quick glance 
at the future. 

“In my opinion there will be a 
20 to 25% increase in the sales of 
cereals in the next year,” he pre- 
dicted. “Also flour and in any line 
where there is no point rationing. 

“By next June nationally adver- 
tised products will come back to 
new highs in percentage of sales of 
the available market.” 


LABELING FOR ‘44 
PACK IS ASKED 


Washington, D. C., June 10.— 
Grade labeling, the cause of combat 
in the Office of Price Administration, 
was this week resurrected by Rep. 
Jerry Voorhis of California. Rep. 
Voorhis introduced a joint resolution 
calling upon the price administrator 
to devise a grade labeling system for 
the 1944 pack of all canned food 
products. 

Not more than six weeks ago, 
Prentiss Brown yielded to demands 
of industry and rescinded his grade 
labeling order, but qualified it by 
insisting that grades appear on 
wholesaler’s and processor’s invoice 
sheets. Then Mr. Brown turned the 
question back to Congress, and de- 
voted his time to refereeing the con- 
stant battle in OPA. 

It was freely predicted then that 
no Congressional action would be 
forthcoming; it was pointed out that 
Congress has always been lukewarm 
to grading regulations. It is still 
true, political observers say, but 
qualify their remarks by pointing 
out that grade labeling is now a 
“hot” subject. 
committees, the Smith and Boren 
committees, investigating the orders 
and methods of OPA—with particu- 
lar reference to grade labeling— 
have made a sharp impression on 
the representatives. 

The Voorhis resolution says brief- 
ly that the price administrator shall 
hold hearings with industry, distrib- 
utors and consumer organizations to 
devise and effect a system of grade 
labeling which will (a) protect 
consumers against up-grading of 
merchandise and concealed quality 
deterioration; (b) lend itself to the 
effective enforcement of the emer- 
gency price control acts; and (c) not 
interfere with maximum production 
of canned food products. 


Fennelly to CED 


John F. Fennelly has resigned as 
director of the program bureau, War 
Production Board, Washington, 
D. C., to become executive director 
of the Committee for Economic De- 
velopment. He is succeeded in the 
WPB post by Charles E. Kohlhepp, 
vice-president and controller of the 
Wisconsin Public Service Corpora- 
tion, Milwaukee, now on leave of 
absence. 


New General M iii; 
Institutional Ads 


Minneapolis, June 8.—wWij‘), 
twofold objective—to emphas 
widespread research activities ang 
link products more closely with the 
company name—General Mills. Inc 
is launching a new institutiong| 
campaign this month in six na‘ionaj 
magazines. The drive has bee, 
outlined to the company’s sal 
organization at 30 meetings fron, 
coast to coast. 

Two different types of adve: tising 
will be used, the first describing 
General Mills’ research and work jp 
various fields, food for the armed 
forces and Lend Lease, products con. 
trol, home service, naval ordnance 
manufacture, and research in vit. 
mins, animal feed, bakery flour ang 
nutrition. This series will be car. 
ried in American Magazine, Farm 
Journal and Farmer’s Wife, Look 
and The Saturday Evening Post, 


Designed to Aid Women 


The second approach is designed 
to give women aid in buying, pre. 
paring and conserving food under 
wartime conditions, including ad- 
vice on how to make meat and 
vegetables go further, how to use 
and conserve fats and shortening; 
and tips on other homemaker’ 
problems. This series will appear 
in McCall’s and Woman’s Home 
Companion, also starting this month 
The institutional copy will be ip 
addition to General Mills’ regular 
current product promotion, which js 
to be continued. 

The campaign is being handled 
by Batten, Barton, Durstine & 0s- 
born and is directed by the com- 
pany’s department of public sery- 
ices. W. Howard Chase heads the 
department, with R. W. Welch 
appointed last month to the new 
post, assistant director in charge of 
institutional advertising. 


a 
1Z€ its 


Barrett Shows 
Timely Army Menu 
° a ’ 

in ‘Post’ Page 

New York, June 10.—Through the 
cooperation of the office of the Quar- 
termaster General, The Barrett Di- 
vision of Allied Chemical & Dye 
Corporation will reprint in a full 
page black-and-white advertisement 
in The Saturday Evening Post, the 
exact master menu being served 
June 16 throughout the nation’s 
camps, except for slight local varia- 
tions. The Post comes out that day 

The advertisement will show a 
group of soldiers dining in the mess 
hall, with the day’s menu tacked to 
a post. Copy points out that liter- 
ally billions of pounds of perishable 
foods pose a problem in “house- 
keeping,” such as the procurement, 
storage and distribution of this 
abundance of food. 

Anhydrous ammonia, an every- 
day chemical for which Barrett | 
the key source of supply, is pointed 
up as being responsible for keeping 
all this food fresh, and is one of! the 
best and cheapest refrigerants 
known, according to the Barrett ad- 
vertisement. 

McCann-Erickson, New York, 
handles the account. 


— 


(\ 


Tue Baarnam Company, National Representatives 


: Atlanta, Charlotte 
Los Angeles, Memphis, New York, St. Louis, Sen Francisco, Seattle. 


there's something nev’ 
under The Sun! 


It’s this: The Sun, newest of Chica 

offers advertisers a new and highly responsive 

market. Advertisers now find a new newspaper 

“buy” in Chicago, for — 

| — You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 

—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


-_— 
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newspapers, 


CHICAGO'S MORNING TRUTHpo 
. Chicago, Dallas, Detroit, Kansas City, 
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FAWCETT WOMEN’S GROUP 
MAY ISSUE SHOWS A LINE- 
AGE GAIN OF 40% COMPARED 
WITH MAY, 1942... ALSO A 
GAIN OF 21.2% FOR THE FIRST 
FIVE MONTHS OF 1943... 
THESE LINEAGE GAINS ARE 
THE LARGEST AMONG THE 
WOMEN’S GROUPS AND ALL 
OTHER MAJOR WOMEN’S 
MAGAZINES IN AMERICA. 
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"War Message in 
Every Ad’ Set Up 
as Goal of Field 


Magazines to Launch 
New Drives to Hold 
Down Living Costs 


New York, June 9.—The switch- 
over of the magazine war effort 
campaign from a tie-up with the 
OCD to an anti-inflation theme, 
originally reported in ADVERTISING 
AGE on May 10, was officially an- 
nounced here today by the War Ad- 
vertising Council, following a meet- 
ing of all publishing executives and 
the Council. p 

The new program will follow the 
pattern set down by members of 
the National Publishers Association 
in sponsoring a campaign which 
dramatized the meaning of total 
war. This contribution of the maga- 
zine publishers has appeared dur- 
ing the past six months in 440 
magazines with a total circulation 
of 88,000,000. 

Chester J. LaRoche, Council 
chairman, also revealed that the 
War Advertising Council will here- 


after engage in an all-out effort to 
encourage greater use of war- 
theme advertising, and greater cen- 
version of advertising from “nor- 
mal” content to war-effort copy. 


Cooperation Simplified 


The organizational setup has now 
reached the point where it is pos- 
sible to develop material well in ad- 
vance of the starting dates of cam- 
paigns, and both the Council and 
the government agencies involved 
have set up working patterns which 
make it easier and simpler for ad- 
vertisers to cooperate in publicizing 
war themes, he said. From here on 
out, therefore, the Council will de- 
vote the major portion of its effort 
to securing more widespread use of 
war-theme advertising. 

If practically all advertising were 
converted from its normal peace- 
time uses to presenting information 
which will help win the war, that 
would be perfect, he _ indicated. 
Although this may be too much to 
hope for, the Council is definitely 
shooting for “a war message in 
every ad,” he said. 

In developing the new economic 
stabilization campaign, the War Ad- 
vertising Council cooperated with 
the publishers by securing the vol- 
unteer services of leading agencies 
through the American Association 
of Advertising Agencies. As in the 
previous campaign, leading artists 
will again contribute their services, 
while typography will be donated 


through the Advertising Typograph- 
ers of America; plates through the 
American Photo-Engravers Associa- 
tion; electrotypes through the In- 
ternational Association of Electro- 
typers and Stereotypers. 


Two in Production 


Following conferences with Office 
of War Mobilization Director 
Byrnes, and the preparation of a 
basic campaign platform by OWI, 
nine advertising agencies prepared 
78 advertisements dealing with the 
cost-of-living problem. These were 
reviewed by the Council’s copy 
committee and 14 advertisements 
were selected which were approved 
by the publishers. The first two ad- 
vertisements in the series are now 
in production. 

The first advertisement in the 
series carries the heading, “If You 
Are Making More Money, Watch 
Out.”’ The second insertion drama- 
tizes “Seven Things You Should Do 
to Keep Prices Down.” Throughout 
the campaign the keynote slogan, 
“Use It Up, Wear It Out, Make It 
Do, Do Without,” is used. 


Jackson Joins ‘Record’ 

John C. Jackson, for the past nine 
years on the eastern advertising 
staff of the New York News, has 
joined Architectural Record, New 
York, as central district manager, 
with headquarters in the Hanna 
building, Cleveland. 


pomegrandles anc parachutes 
THAT’S TODAY’S NEW soutHn 


Silken parachutes blooming out among the cumulus clouds 
of the Southland and bringing to earth America’s Para- 
troopers in training—that’s today’s new South! From Vir- 
ginia to New Mexico, from the tip of Texas to Kentucky, 
millions of America’s fighting men and women in training 
for battles to come are pouring millions of dollars into the { 
cash registers of Southern merchants. And close by the 
training grounds of the South are thousands of teeming new 
plants pouring forth materials of war and pouring billions 
of dollars of new wealth into the pockets of Southern men 
and women. Yet in the lovely gardens of the Southern home ° 
the Pomegranate, the Azalea and the rose still bloom next 
to myriads of victory gardens planted by the earth-loving, 
home-loving Southerner. The Southland lives at home and ° 
loves its home and that is where the new wealth of the South ° 
will be spent. The time to reach the new South is now—and 
the place to reach it is in the home. And right there is where 
Holland’s comes in—for Holland’s alone reaches deep into 


the heart of more than one-half million 


Read from city to city and from village to village by the 
South’s best families, Holland's is the magazine that sells 


Test it with Holland’s... 


in Black and White... in Color 


the South. For every kind of accessory and necessity for 
home and family, today’s South is a new market, a richer 
market, and now is the time to test it with Holland’s—the 
magazine of the new South! 


dwellings. 


Southern homes. 


In Today's New South 48°% More Readers 
Read Your Ad in Holland's Than in Leading 
National Magazines* . . . and Here's Why! 


Holland's Magazine is devoted to Southern homes 
and more than one-half million Southern fam- 
ilies are devoted to Holland's. 


72% of Holland's readers own their own homes. 
78% of Holland's readers live in single family 


@ 88% of Holland's families have children. 


© 78% of the entire family in the new South read 
Holland's. (4.2 readers per copy.) 


~ 


*In proportion te circulation, eccording 
te L. M. Clark Reoder Interest Survey. J 


TEST TODAY'S NEW SOUTH NOW, WITH 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK . 
West Coost Representotives: SIMPSON-REILLY, 


75 EAST WACKER DRIVE, 
tTo., 


CHICAGO . 


DALLAS 
TEXAS 


* 


205 GLOBE-DEMOCRAT BUILDING, ST. 
RUSS BUILDING, SAN FRANCISCO . 


tous 


GARFIELD BUILDANG, LOS ANGELES 


Radio Receivers 
Must Continue 
to Operate: Fly 


Chicago, June 10.— Broadcasting 
and radio reception facilities must 
be maintained as part of the job of 
fighting the war successfully on the 
home front, James L. Fly, chairman 
of the Federal Communications 
Commission, told the Radio Manu- 
facturers’ Association at its war pro- 
duction conference at the Palmer 
House today. 

“Every effort should be made,” he 
said, “to keep existing broadcasting 
transmitters on the air, present re- 
ceivers operating and public radio 
communications circuits in opera- 
tion. For, after all, the job of mass 
communications carried on by the 
broadcasting industry is one of the 
most significant of all essential 
services rendered on the home front. 

“The needs of both military and 
civilian fields have had to be met. 
It has required real ingenuity to 
serve these related needs. The 
group that is represented here today 
has shown that it possesses the req- 
uisite amount of skill, and there ap- 
pears to be no reason why any 
appreciable number of radio receiv- 
ers should go out of service.” 


Huge Production Planned 


The immensity of the task con- 
fronted by the industry in supplying 
the needs of the armed forces and 
also maintaining radio facilities at 
home was emphasized in discussions 
at the convention. Current produc- 
tion for war purposes is running at 
the rate of $250,000,000 a month, 
and is expected to rise to $400 900,- 
000 a month by the end of the year. 
Next year requirements will be even 
greater. The value of 1943 produc- 
tion is expected to reach $4,000,000,- 
000, Ray C. Ellis, director of WPB’s 
radio and radar division, told the 
RMA. 

Mr. Fly paid his respects to the 
extreme types of “postwar planning” 
being indulged in by some members 
of the industry, by suggesting that 
its program be along reasonable and 
practical lines. He declared, how- 
ever, that the public will be radio 
hungry when the war is over, and 
that the broadened market made 
possible by further development of 
FM, television, facsimile and indus- 
trial and technical facilities will en- 
able the industry to absorb a large 
part of the working force now en- 
gaged in record-breaking production 
for the war. 

“But let’s not foster the idea,” he 
continued, “that from now on people 
are going to live in a Buck Rogers 
world, composed of living rooms re- 
sembling the radio control room of 
a battleship. The public must be 
served with the best and widest pos- 
sible service, but this does not mean 
a series of contrivances such as Gene 
McDonald’s ‘Crystal Gazer’s Post- 
war Dream.’” (ADVERTISING AGE, 
May 24.) 


Galvin Hits Miracle Radios 


Another whack at too enthusias- 
tic predictions of miracle radios of 
the future was taken by Paul V. 
Galvin, head of the Galvin Mfg. 
Company, Chicago, when he de- 
clared in his annual address as pres- 


— 


DAIRY MONTH 


The National Dairy Council has distrib. 
uted this 4-color poster, along with dis- 
play cards, leaflets and stickers designed 
to help June—National Dairy Month— 
do a double job: tell the dairy farmer 
that his production effort is just as im- 
portant to Victory as the factory work. 
er's, and tell the public that milk and 
milk products are needed for mainte. 
nance of strong, healthy workers. 


ident of the RMA that some mem- 
bers of the industry are playing a 
dangerous game in advocating fan- 
tastic designs and models. 

“I don’t know whether it’s excess 
profits or the ants in the pants of 
some advertising men trying to keep 
busy while the boss is busy on war 
work,” Mr. Galvin said sarcastically, 
“but at any rate, this sort of thing 
should be tempered. 

“If it is not, we will meet a con- 
fused buying public at the market 
places in the transition after the 
war. A confused buying public will 
not buy. 

“To be sure, we are learning many 
things during this accelerated war 
effort—but we’re not going to crowd 
all we’ve learned into the first mod- 
els we will release immediately after 
the war. We're going to live on the 
application of these new discoveries 
to models that we will release for 
many years after the war. 


Asks for More Realism 


“I would like to counsel that we 
be more realistic in our representa- 
tion to. the trade and to the public. 
Then when Mr. John Public comes 
to market to satisfy this pent-up 
demand for radio after the war, he'll 
find what he expected and he’ll buy. 
Let us not lose sight of the impor- 
tant fact that our No. 1 mass market, 
with which we will lead off imme- 
diately after the war, is radio set 
sales. It’s going to be a whale of a 
market if it’s not messed up.” 

Another comment at the conven- 
tion which caused general merri- 
ment was on the claims of rival 
manufacturers to chief credit for the 
development of radar. Mr. Fly re- 
ferred facetiously to conflicting 
statements on this subject in current 
advertising, and then gave credit to 
a number of authorities here and 
abroad for the development of the 
radio device which was largely re- 
sponsible for winning the Battle of 
Britain in 1941. 


IN THE SOUTH’S 


is 


50,000 WATTS 


THE GREATEST SELLING POWER 


| _'NEW ORLEANS 


| CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


GREATEST CITY 


CLEAR CHANNEL 


will 
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What a common question today! And no wonder, for women are 


devoting so much of their time to war activities. 


Just think of the tremendous number of New England women who 


are now working full time in our war production plants. 


Just think of the many women who are replacing men in offices, 
shops, department stores and business establishments to relieve man- 


power shortages. 


Just think of the time that many women are devoting to Red Cross, 
Civilian Defense and other volunteer tasks. In Metropolitan Boston 
alone, for example, some 67,000 women are engaged full or part time 


in these essential activities. 


“My dear, 


dont you ever 
stay at home: 


“Why is this of interest to advertisers and agencies?” you may ask. 


The answer is obvious. If these folks are so busy, they must be 
spending a large percentage of their time out of doors. These are 
the people who form part of the active audience of outdoor advertis- 


ing which presents so colorfully, so strikingly the wartime sales story. 


Outdoor advertising delivers that sales message with graphic direct- 
ness. No words are wasted. A crisp illustration, coupled with a few 


timely words and the whole story is registered efficiently, effectively. 


With more people outdoors than ever before in busy New England 
markets, outdoor advertising THE DONNELLY WAY is the real 


medium to do a real sales job. 


Here's the way a food company does il 


OUTHOORS EVERY DAY Ze Donne, Uc 


NVUTDOOR ADVERTISING THROUGHOUT NEW ENGLAND 


To a nation at war outdoor advertising offers a powerful editorial 
medium, helps Uncle Sam and many a business by explaining war- 


time measures that vitally affect every person. 


H. J. Heinz Company, successful user of outdoor advertising, em- 
ploys the editorial power of the medium to give shoppers a help- 
ful hint on the budgeting of ration points so that the work of the 
nation’s grocers may be less tedious. H. J. Heinz Company. 
through Maxon, Inc., uses outdoor advertising as an appealing 


sales stimulus as well as a means of editorial expression, 


Increasingly greater space is being devoted to editorial purposes, 
for outdoor advertising free from the shock and roar of headlines 
and flashes, free from all harassing distractions, tells a story 


simply, directly. 


Ls 


oer aes Wo, 


LSeus 


ees 


i ios ’ ‘ Nie ae a oe pin. =* Ne ge / ef. as 
dl Oe * | . p “ ees Death Sess 
——— a . i ; 
— — a ——_— 9 eae 
ee wall’ ———<——— :" one 
age . Fy ; 4 in a be pe 
ces 
. ie) 
me <2 
ad = a 
\\ ike 2 bee a = 
‘Re ‘ “= ee 
‘ % ee re 
6 ages eee 
. A of —, ian .—l—ae  - a P. 
~ we 4 * ve _ : 
' - * Ba t.. a 
NW a. 2 *“-_ a e:-2 
- , th omy 2 ( = ; 
ee % , i 5 . ~. § 
ae i 
it . % * ‘ eA % 2S ta “3 id > : ce - f is > 7 
Y é \ ae ‘ : ™ ‘A Ss ' ie a han aca ; 3 
a se ie Si a ) qj 4 : 
+ ¥ af Bs a i. . : ag ¢ F: . - a a 
” a — 
: Sag 3 
‘  — ie i el: taal Petes. : a 
ae 4 _ Pe seis PE a ie ; 
' « wee ee pel ' -o ia 2 Ap 
os | ge oe ep ee an ee Dest a eS ae ' 
‘5 gg Se - a ie a 
. Sf : @ = ; ; - SS “eS ae ae ay oF as 
. ae é ere ore 
a . “ ‘ a | Bre , ee 
* I Ce AN , od "7 ; et , : 4 dri f 
, , — 7 .: 4 a > oe aie 
ee i — fol @ ee peoe sy 
. * asi ;, _ . i zs - : 
GE ae aE PC ae Bigs 
ee ee - ; a 
Se : ae _ tiie 
Donnelly Adv._ ; 
4 Ja 
’ Y 4 . - . “ * ee | 
. * 
Your Ration Points Are Limited OO 
: You Buy The Best! iz | 
‘' of. iy 
Be Sure You Buy !Me Bkoee Moms, _ 
, ee lies 
- “ez St aN : em aa 
P + 10% a a 
r . — 
4 Pe 
ae “bat = as mz 
aoe = > seed 
a. OP et errr ry <A ~ 4 ~~ be i Na 
I rr is TT uf = hr) — 7 
' rT etre eetiteeee 5 “\ 7 ‘ : — ae 
‘ ST eee ert .—lT—ow S&S 
3 ,a8ee. esae® -oaet® 4 | ae 
ee eee? _ 
Ege ee cette. 72’ a ie 
see*°” V ue a a 
se = 
ie eked anes is 
ae ee 
-— 
; % Tee os 
a | 7 
Maes 
+ — er “_ ee 
ones ages 
Pod 
a 3 
Z a = 4 
F r : ee hepa =. y Sea re 4 4 ‘ af OS SR aia ; i re a, Py , 
H , : “4 yt ES Pes: eS cy Rar Rey. “ene ae een ; ae ae oe } ey. ee nk 5” ne as ae 
a 4 Ns : t § At’ a) 2 A eben eh) “3 oe Phe z Tle ae Se aang bial ‘ 3 “ee nd ee: oa as ‘ ee 
ra, Ye AR FORTS eg Pee : 


10 


ADVERTISING AGE 


‘Great London 
Cigaret Mystery’ 
Makes News Again © 


| 


Bad Balance of | 
Brands Subject of 
News Dispatch 


la lot of hard words 


brand of cigarets which had, since 
last fall, swamped London post ex- 
_ changes. “Today marked a mile- 


|stone in the peculiar cigaret situa- 


tion which for months had United 


|States Army men asking a lot of 


questions and in many cases saying 
,” he reported. 
“The crux of the matter is a 
| brand of cigarets, which we will call 
| Sphinxes. That is not the real name 
|but it will serve the purpose. The 
fact is the brand was never heard 
‘of before, yet since last fall it has 
been better known—which does not 
mean it has been more popular— 


|than the standard brands. 


New York, June 9.—Act 2 of| 
“The Great Cigaret Mystery,” or | 
“Why Can’t Soldiers in England Get | 
the American Cigarets They Want?” | 
was unveiled here this week as Mil-| 
ton Bracker, New York Times cor- | 
respondent in London, radioed a 
lengthy dispatch reporting that 
while well-known cigarets are “ra- 
tioned” to members of the armed 
forces, a mysterious brand which 
he designated as “Sphinxes” and 
which U. S. tobacco circles unani- 
mously say is Larus & Bro.’s Chel- 
sea, has been available in startlingly 
large quantities. 

Hints of a cigaret which was 
flooding American Army camps 
both here and abroad first came to 
public attention through an article 
appearing in the April 12 issue of 
Time headed “Cigaret Mystery,” 
reporting that Chelsea, made by 
Larus & Bro. Company, Richmond, 
Va., was the best selling cigaret 
in London—particularly since it 
proved difficult to get any of the 
leading American brands. 

Larus & Bro. threw off the cloak 
of mystery by declaring that “serv- 
ice is the simple explanation” of the 
whole affair, the result of a deliber- 
ate course of doing its utmost to 
insure delivery of their cigarets to 
the armed forces. It was also 
pointed out that “it is not always 
possible to govern the distribution 
of brands when convoys sail’ be- 
cause of transportation uncertain- 
ties. 


Reports Dearth of Brand 


In this week’s instalment of the 
drama, Mr. Bracker advised his 
paper of the sudden dearth of a 


THERE'S NOT 
ANOTHER 
LIKE IT! 


* The per family pur- | 


chasing power in 


Southern New England is 
greater than in any other 
section of the country. | 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 
to bring sales results. 
Reach these extra buy- 
ing dollars through WTIC 
—Southern New England's 


foremost selling medium. 


DIRECT ROUTE TO AMERICA’S No. 1 MARKET 


The Travelers Broadcasting Service 


Member of 

NBC and New England 
Regional Network 

Represented by: WEED & COMPANY 

New York, Boston, Chicago, Detroit, Son 


Francisco and Hollywood 


“It has been better known be- 
cause whereas it has been possible 
to get only five packs of the so- 
‘called regular cigarets at the post 
exchanges every week, it has been 


possible at the same time to get a 
whole carton of Sphinxes. As a 
result many soldiers have had a 
feeling that Sphinxes were being 
rammed down their throats and 
they have expressed themselves 
accordingly. 


Sphinxes Portioned Out 


“Today’s milestone was simply 
that the Sphinxes disappeared sud- 
denly from the counter at the offi- 
cers’ post exchange and although 
they were still being sold to enlisted 
men, the official word was that 
henceforth they would be available 
only in proportion to the regular 
demand as compared with the de- 
mand for other makes. 

“Colonel Edmund Barnum of the 
Army Exchange Service explained 
that while the quartermaster was 


never out of “popular” brands there 
had simply been ‘a terrific over- 
stock’ of Sphinxes, which resulted 
in the peculiar quota system. 

“Colonel Barnum said that the 
last consignment of Sphinxes ar- 
rived here last fall—not one single 
Sphinx has arrived since. Yet the 
last shipment was so heavy it was 
possible to sell at least twice as 
many Sphinxes as other makes.” 

In closing, Mr. Bracker added that 
“one sure thing is that the situation 
now has entered a new phase and 
that every smoker would like a 
detailed explanation from some one 
as to the genesis of Sphinxes and 
how the supply got so out of bal- 
ance.” 

Mr. Bracker’s riddie of the 
“Sphinxes” has been answered by 
the Quartermaster Corps, which ex-: 


he 14, 1943 joo d i 
tedatid that : ines were part of . 
load of cigarets shipped abroad with 
the first troops to sail to En; and. al 
A spokesman said that thing are 
now arranged so it will not ha, Pen 
again. Under present practices. he of R 
pointed out, the quartermaste; ships 
cigarets on ‘requisition from the post 
exchanges and if no brand: ars 
specified, the quartermaster puts to. | 
gether an allotment in the requesteq 
quantities, based on “percentage; New 
that supposedly prevail in civ iljay indicatic 
life sales.” disclose 
Two Appoint Vladimir ae 
Murine Company, Chicago. an, annual 
U. S. A. Corporation, Chattanoog, of Natic 
have appointed Irwin Vladimir , ers, Ma 
Co., New York, to direct the; Chain F 
export advertising. For tl 
— — 


“Better Homes & Gardens helps Us 
meet our never-before-experienced 
home maintenance problems . a 


“For the first time in our lives, we're doing 
nearly all the maintenance jobs around our 
home ourselves. And, believe it or not, 
home of ours is in better shape than it’s ever 
been, thanks to Better Homes & Gardens. 

“You see, like many folks, we used to depend 


this 


on the plumber, the carpenter, and the painter 


to do our home improving for us. 
lieve, until this year, we ever made a systematic 


Gardens reader. 


Better Homes & Gardens 


America’s 


For today it is considered 
everywhere as the fami/y-service magazine that 
is helping most in the adjustment of family 
life to wartime living. 
become indispensable. 


I don't be- 


“In everything that affects fa 


find Better Homes & Gardens ahticipating our 
problems so that we are prepared to meet them 
when they arise. This problem of home mainte- 
nance, for example. It is only one\of our never- 
before-experienced family living 
are made easy for us—thanks to 


& Gardens.”’ 


checkup of our home to look for small troubles 
that might later develop into expensive repair 
jobs. A story in Better Homes & Gardens 
Looking for Trouble’’— started us out. We found 


plenty to do, all right—little things, that might ht 
have meant real grief later on. 


ae 


— 


ily living, we 


' 


oblems that 
ette 


Homes 


To its readers it has 


Family-Service 


“thanks to 
Better Homes & Gardens’’ 


That's atypical statement of a Better Homes & In everything that affects home living today 
—home maintenance and management, meal 
planning, gardening, home furnishing, child 
care— Better Homes & Gardens is regarded as 
the friendly authority. 


intensity is 24% greater than it was in 1941. 


No wonder its 


Home 
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War Pushes 2 Out 
of Ranks of Top 
{0 Advertisers 


New York, June 10.—One small 
indication of the ravages of war was 
disclosed here today as the Bureau 
of Advertising of the American 
Newspaper Publishers Association 
announced publication of its fourth 
annual compilation, “Expenditures 
of National Advertisers in Newspap- 
ers, Magazines, Farm Journals and 
Chain Radio.” 

For the first time in the four years 


during which the tabulation has. 


— made for the Bureau, two of 
the ten advertisers occupying top 
| positions in annual expenditures 
|were displaced by advertisers who 
had never before reached the 


fied upper stratum, displacing two 
giants of the automotive field who 
have been numbered among the top 
ten for the past three years—Chrys- 
ler and Ford. 

In addition, 1942—the first full 
year of war—saw General Motors 
crowded out of the No. 1 spot it had 
‘occupied during the previous three 
years, in favor of the No. 2 conten- 
der, Procter & Gamble. In compila- 
tions covering 1939, 1940 and 1941, 
the top ten had frequently changed 
relative positions, but in each of 


ADVERTISING AGE 


these three years the same ten com- 
panies were included in the list. 


Gives Product Amounts 


Amounts spent for advertising in 
the four media during the calendar 


the four media are shown in the vol- 


|/ume, which also includes a detailed 


breakdown under each company to 
show the amount spent for each 
product, where products are indi- 
vidually advertised. 

Procter & Gamble not only had 
the largest expenditure during 1942 
for all four media combined, but 
also the largest newspaper expendi- 
ture, the Bureau report reveals. Oth- 
ers, in order of total 1942 expendi- 
tures in the four media, were: Lever 
Bros.; General Foods Corporation; 


—_ 


| 


charmed circle. General Mills and | year 1942 by 1,207 advertisers who | 
Philip Morris moved into the rari-| invested $25,000 or more in any of | 


Ten Largest 


Advertisers 


The “top ten” users of newspaper, magazine and farm paper 
space, and radio network time, as revealed in tabulations 
made for the Bureau of Advertising, ANPA. 


Rank 1939 1940 
1. General Motors General Motors 
2. Procter & Procter & 
Gamble Gamble 
3. R. J. Reynolds Chrysler 
4. Liggett & Myers R. J. Reynolds 
5. General Foods General Foods 
6. Lever Bros. Liggett & Myers 
7. Chrysler Lever Bros. 
8. Colgate- Sterling Drug 
Palmolive Colgate- 
9. Sterling Drug Palmolive 
10. Ford Ford 


1941 1942 
General Motors Procter & 
Procter & Gamble 

Gamble Lever Bros. 
General Foods General Foods 
Lever Bros. R. J. Reynolds 
Colgate- Sterling Drug 

Palmolive General Motors 
R. J. Reynolds Colgate- 
Chrysler Palmolive 
Liggett & Myers General Mills 
Sterling Drug Liggett & Myers 
Ford Philip Morris 


R. J. Reynolds Tobacco Company; 
Sterling Drug; General Motors Cor- 
poration; Colgate - Palmolive - Peet 
Company; General Mills; Liggett & 
Myers Tobacco Company; and Philip 
Morris & Co. 

In 1942 newspaper expenditures 
alone, Procter & Gamble was fol- 
lowed, in order, by: R. J. Reynolds, 
General Motors, Lever Bros., Sea- 
gram Distillers, Colgate-Palmolive- 
Peet, Schenley Distillers, National 
Distillers, U. S. Army Recruiting 
and Induction Service, and Coca- 
Cola. Among these three—Seagram, 
National Distillers and U. S. Army 
—were not represented on the 1941 
list of the ten largest newspaper 
users. 


Media Represents Gross Costs 


As in previous editions of the 
book, figures for all media represent 
gross expenditures, computed by ap- 
plying one-time rates to the space 
or time used, since complete data on 


— |discount arrangements between ad- 


vertisers and media are not gener- 
ally available. 

All data in the book were compiled 
for the Bureau by Media Records, 
Inc. Figures for newspaper expen- 
ditures are based on Media Records’ 
own linage reports, while those of 
the three other media are used, with 
permission, from the reports of Pub- 
lishers’ Information Bureau. 

This year’s volume is in mimeo- 
graphed form, rather’ than 


formation is presented in as great 
detail as ever. 


the | 
printed form heretofore used, but in- | 


Boston Molasses Begins 
Advertising Campaign 


The importance of Grandma’s 
Old Fashioned Molasses as a nutri- 
tional fighter on the home front and 
as a needed addition to the diet in 
current advertising campaign ap- 
pearing in newspapers and news- 
paper supplements in all principal 
New England cities by Boston Mo- 
lasses Company. 

Black and white 250-line inser- 
tions are appearing every week 
throughout this month, with 1,000- 
line full-color insertions in Sunday 
supplements. Copy points out that 
Grandma’s Molasses is richer in iron 
than a heaping serving-spoonful of 
spinach. Charles W. Hoyt Company 
is the agency. 


WINS Promotes Carley 


William F. Carley, director of 
|promotion and news of Station 
| WINS, New York, has been pro- 


/moted to director of press and pub- 
|lic relations departments, in addi- 
| tion to his other duties. Mr. Carley 
| was formerly promotion director of 
WMCA, New York. 


Hauk Joins Guide 

Charles J. Hauk Jr., for the past 
ten years an account executive with 
Lockhart International, New York, 
has been appointed sales promotion 
manager of The Guide Magazines, 
‘New York. 


Hooper rating 


radio stations. 


few facts and the 


.... Of this station’s excellent 


... . Of our choice low-cost net- 
work and spot availabilities. 


.. . . Of the cost per program in 
comparison to Houston's other two 


Invite your Branham man to unfurl a 


latest Hooper break- 


down by quarter hours. 


BUY BOTH! KXYZ AND KRIS, CORPUS CHRIST! — A MONEY-SAVING COMBINATION 
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Expanding Civilian Supplies 


Announcement in Washington last 
week that wool supplies for clothing 
manufacturers would be doubled for 
the coming season, and that blend- 
ing with other fibers will no longer 
be required, is another interesting 
sign of the times pointing to 
enlarged supplies for civilian con- 
sumption. Other developments in 
recent weeks have paralleled this 
one, including the release of electric 
refrigerators from frozen _ stocks, 
manufacture of additional non- 
mechanical ice boxes, increasing the 
output of radio tubes and parts and 
liberalization of automobile ration- 
ing. 

It is not suggested that production 
for civilian use will be put ahead 
of war industries, but as cutbacks 
of war contracts proceed, in cases 
where output of certain types of 
equipment has met immediate re- 
quirements, it is evident that pro- 
duction facilities and manpower will 
be available for other kinds of 
manufacture. Even if over-all war 
production continues at peak levels, 
there will be plant capacity and 
workers available for other types of 
manufacture. Obviously, it is in the 
national interest to use these facili- 
ties for civilian use to the extent 
that this does not interfere with or 
impede the war effort. 

A good example of what can be 
done is the fact that International 
Harvester Company, which is one 


jot the important producers of war 


equipment, now has_ additional 
facilities for the manufacture of 
badly needed farm equipment, as 
the result of the cancellation of tank 
production contracts. Certainly it 
is to the advantage of the whole 
country that IHC be given an 
opportunity to use these facilities 
to make the equipment and parts 
which the farmers of the country 
have been crying for. 

A very interesting advertising 
campaign just announced by the 
Sonora Radio & Television Corpora- 
tion of Chicago, and reported in this 
issue of ADVERTISING AGE, is based 
on its belief that it may be possible 
in the near future for the radio 
industry to resume production on at 
least a minimum scale of receiving 
sets, to offset the rapid obsolescence 
of many of the receivers now in use. 
Sonora couples this obsolescence, 
estimated at 20,000,000 sets, with 
the expressed desire of the govern- 
ment to maintain radio facilities. 

The progress of the war will of 
course determine national produc- 
tion policy to a large extent. Rapid 
development of the present ascend- 
ancy of allied military power might 
bring a corresponding change in our 
military requirements. Thus it is 
entirely possible that increasing 
emphasis on production for civilian 
;needs may become practical within 
the very near future. 


Security Versus Opportunity 


“Social security,” as a phrase, has 
a most interesting and intriguing 
sound. The possibility of turning 
over to the government responsi- 
bility for the welfare of the indi- 
vidual is attractive to many, and 
certainly the responsibility of so- 
ciety to care for the aged and the 
disabled, as well as the unemployed, 
is well recognized today. 

Yet the proposals which have 
been made through the introduction 
of the Wagner-Dingell bill to tax 
employers and employes $8,000,- 
000,000 a year for broadened social 
security objectives isa striking indi- 
cation that security, as such, is 
being put ahead of the individual 
opportunity which must exist if our 
dynamic economy is to function in 
such a way as to provide real 
security for the great majority of 
our people. 

That a crushingly high tax of this 
kind can be proposed and seriously 
considered without realization of 


productive use is an indication of 
the trend of thinking in the national 


on payrolls, to be paid by the em- 
ployer, to a similar withdrawal 
from pay envelopes, will make it 
just that much more difficult to 
provide the “seed money,” which, 
jas the McGraw-Hill Publishing 
| Company is pointing out in its 
;series of newspaper advertisements, 
| will be needed to give industry new 
land efficient equipment with which 
|to assure low-cost production as a 
basis for lowered prices and in- 
|creased wages. 

Removing billions of dollars from 
the working capital of business, 
which is what this tax will amount 
ito, would be a severe handicap in 
increasing business activity and ex- 
panding enterprise. Yet these are 
the fundamental requirements for 
high level production and employ- 
‘ment, on which depends the only 
|real security which the individual 


Postwar Key 

A display advertisement in the 
New York Times the other day 
seems significant as a key to post- 
war marketing. It announced that 
a well-known electrical manufac- 
turer, with plenty of resources 
and excellent distribution facilities, 
wants to diversify its lines. “As 
part of a postwar program it desires 
to purchase a small manufacturer 
of electrical appliances,” it said. 
“Small appliances preferred. Also 
it would want the key man or men 
to come along.” 

Not all the companies that are 
planning to broaden their lines will 
run advertising copy like that, but 
you can bet on it that the sizing-up 
process is reaching a point of accel- 
eration never before approached. 


Turning the Tables 


Well blow us down and have us 
plucked, grape by grape, by a girl 
in her teens. Pennsylvania Salt 
Mfg. Company buys two-color 


| magazine pages, not to tell what a 


A DIFFICULT TASK 
WELL DONE, ADMIRAL INGERSOLL 


|wonderful job it is doing for the 


to the Navy for keeping its raw 
material supply lines open. Don’t 


| ask us whether this is good adver- | 


tising; we don’t know. But the un- 
usual is always refreshing. 


/Can—Can— 

When an American Army ait 
corps sergeant in Africa found a 
sun-baked sardine can from New 
|England in the middle of the (cen- 
sored) desert and _ recorded his 
amazement in a letter to a Maine 
packer, he unknowingly touched off 
an unusual coincidence in the ad- 
vertising world. 

The Boston and Maine Railroad, 
through its agency, Harold Cabot & 
Co., featured the letter in an adver- 
tisement which appeared in the 
May 3 issue of Time, highlighting 
the far-flung exploits of sardine 
cans. In the Newsweek issue of 
May 17, Transcontinental & Western 
|Air, Inc., ran an insertion which 


the effect of withdrawing such a| can hope to have and to enjoy. Let's |? played up a large sardine can 


large part of national earnings from 


not fail to put first things first. 


j}and contained a facsimile of a letter 
‘from an RAF squadron leader in 


Ad-libbing 


, West Africa to the airline’s inter- 
continental division in Washington, 
et 

This second letter praised the 
ingenuity of Charles McKenney, 
TWA mechanic, who made a con- 
denser out of a sardine can when 
no spare part was available, thus 
enabling the RAF to save a war 
plane that had made a forced land- 
ing. Beaumont & Hohman, Kansas 
City, prepared the TWA advertise- 
ment. We wonder what the sardines 
think of all this. 


Experiment in Reading 

Granville Toogood, vice-president 
of N. W. Ayer & Son, Philadelphia, 
has launched an interesting experi- 
ment to develop more thorough 
reading of the advertising trade 
press within the Ayer organization. 
Ayer publishes a weekly news letter 
for its own staff, and now it is add- 
ing a new feature to this letter—a 
series of challenging questions about 
current stories or articles in each 
publication. For example, one ques- 
tion was: “What key city is pre- 
paring to go into the meat busi- 
ness?” This was followed by the 
|name of the paper, the date of issue 
jand the page. To find the answer, 
/however, the reader would have to 
\look up the item and presumably 
read it. 

One result which Mr. Toogood 
hopes for from the experiment is 
the development of a greatly in- 
creased number of Ayer staff mem- 
bers who will carry individual sub- 
scriptions to the various papers in 
the field. 


Birthday Greetings 

Victor E. Marx, of the Dried Milk 
Institute, has a hobby that endears 
him to countless personal and busi- 
ness friends. It has been his prac- 
tice for years to send out about 
1,000 letters to friends on those 
occasions which are more or less 
personal to them, such as 


lchildren’s birthdays, and similar 
‘events. 
The amount of good will Mr. 


|Marx stirs up with his thoughtful 
| remembrances of occasions which 
|everyone forgets is reliably reported 
| to be enormous. The grateful letters 
| he gets in return, he says, more 
|\than repay him for the effort in- 
| volved in carrying on his hobby. 


Jottings 
Neat presentation of a case: The 
|Bank of New York page — that 
ishows a volume identified as the 
|history of the United States, with 
the copy: “The best advertisement 
\for private enterprise ever writ- 
a” 4s 
The Des 
| Tribune 
| want-ad 


Moines Register and 
have developed a new 
seller, a list that runs 
jthrough the alphabet under the 
heading: “These firms can supply 
you with everything you need from 
A to Z.” In 14 days it has netted 
‘a 364 ad count and 1,820 paid lines 
of space... 


their | 
capital. Adding a tax of 4 per cent |armed services, but to pay tribute | birthdays, their anniversaries, their 


a 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2182. Graphic Arts Films 
Available. 
The educational department of 
the Lithographers National Associa. 
tion has issued a revised edition of 
this bibliography of some of the 
outstanding educational films on the 
subjects of graphic arts production 
and products. 


No. 2183. New York Marches On. 


The New York Herald Tribune 
has reprinted, in this eight-page 
brochure, its series of four editorials 
which appeared May 5, 6, 7 and 8 
under the same title. The editorials’ 
theme is that New York has become 
headquarters for the huge industry 
of business management, and the 
brochure includes statistics to prove 
the point. 


No. 2184. Postwar Housing Survey. 

What price range, what kind of 
house, and what about prefabrica- 
tion are some of the questions 
answered in this report of a survey 
made by Parents’ Magazine among 
architects, builders, contractors and 
building supply dealers. 


No. 2185. The Second Gold Rush 
Hits the West. 


The San Francisco Chronicle has 
reproduced, in brochure form, a 
series of day-by-day reports as the) 
appeared in the Chronicle April 25- 
May 20, on the West Coast’s war- 
created industrial empire and its 
future after the war. The articles 
cover the postwar outlook among 
aircraft manufacturers, shipbuild- 
ers; for oil, steel, electric power and 
other industries. 


No. 2116. A Few Minutes with the 
Editor. 

The Saturday Evening Post has 
issued this progress report, which 
gives in detail the findings on in- 
creased readership resulting from 
the changes effected by the Post's 
new editor. Starting with photo- 
graphs of the editor and his staff 
at work, the brochure outlines the 
editorial philosophy behind the new 
Post and records the progress in 
carrying out the changes. 


No. 2161. Nippon—America’s Most 
Dangerous Enemy. 


The New York Mirror has issued 
this brochure, reprinting a series of 
articles which have appeared in its 
columns, written by correspondents 
who have lived and worked among 
the Japanese. Gathered together in 
convenient form for closer study, 
this material should help to dispel 


considerable misinformation and 
| misunderstanding about the mo- 
| tives, strength and weaknesses of 


our enemy in the Pacific. 


No. 2152. A Collector’s Item [or 
Time buyers. 


Radio Station WOW, Omaha, has 
issued this brochure, which it has 
labeled the first mail map ever 
issued which conforms to all sta 
dards recommended by the Fou! 
A’s, Radio Executives Club and t!« 
research and broadcast advertising 
divisions of the NAB. The n¢ 
coverage map is the result of 
year’s study of mail received from 
WOW listeners in a 12-month period 
prior to Nov. 1, 1942. 


No. 2111. The Story of the Talking 
Foghorn. 

Free & Peters has issued this bro- 
chure, which tells the story ©' 
Sonovox, the acoustical develop- 
ment which puts the voice of almos' 
any kind of animal, machine « 
musical instrument into words. It» 
the story, specifically, of Levé« 
Brothers’ use of the device for the 
Lifebuoy program. 
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GLAMOR 


list, but is content with space allot- 


ments at present, inasmuch as Mif- Paramount Opens 
flin has been a non-advertiser since Drive for Opus 


1940. 
John H. Kraft Heads by Hemingway 


16 precious reels of film, the final| New ‘Playbill’ Officers 
finished print of ‘For Wh the Bell | 
ec emp af yn “? ieee | Playbill, Inc., formerly New York 


Tolls. He was Y. Frank Freeman, | : 
head of the Paramount studios in|Theater Program Corporation, pub- 
California, who personally brought|lisher of The Playbill, has an- 
to New York the picture into which | nounced the following changes in its 


his studio has poured nine million| executive personnel: Richard M. 
Kraft Cheese Company New York, June 9.—Movie goers| man hours of creative skil}.” Huber, publisher; Ralph Trier, 
John H. Kraft, executive vice-| here will find out “For Whom the; All other media, including maga- chairman of the board; Gilbert 


; raf ompa Bell Tolls’ when Paramount Pic-| zines, radio and outdoor, will rein- | Lucas, president; Albert O. Ryerson, 
emg pte 1937, and por ey tures bring its technicolor produc-| force the campaign. The program vice-president; and Ellis W. Meyers, 
of the executive committee for the|tion of Ernest Hemingway’s cele-|is being planned and executed under secretary and treasurer. 
past year, has been elected presi-| brated novel to New York City|the supervision of Robert M. Gill- 
dent of the company. He succeeds | July 14, on the crest of one of the|ham, director of advertising and 
his brother, J. L. Kraft, founder of|most extensive advertising cam- | Publicity for Paramount. 


‘ co Nousaheaping wr 


ae 
* 


Write for circular on 


the business, who has become chair- | paigns in motion picture history. Rg we vl 
man of the board. The gigantic drive was begun this 

The new president is a director| week with large insertions in all Hughes Elected V. P. arr 
and member of the executive com- |New York dailies, more than five Thomas W. Hughes has _ been 


mittee of National Dairy Products| weeks ahead of the premiere. Copy |elected vice-president of National 


SIGNS OF LONG LIFE 
Corporation, of which Kraft became | relates, “A Man Walked Off the |Export Advertising Service, New 


This future glamor girl may be too 
young to pronounce it, but Mifflin iso- 
propyl alcohol rubbing compound ap- 
parently makes her what she is today. 


Mifflin Alcohol 
Given New Boost 
in 11 Magazines 


Philadelphia, June 9. — After 
being absent from the advertising 
columns for three years, Mifflin 
alcohol rubbing compound — the 
“national rubdown”—is being pro- 
f moted again in national magazines, 
although on a restricted schedule 
because of space limitations. 

With ethyl alcohol available only 
on a physician’s order, Mifflin Sales 
Company, the producer, figures that 


its isopropyl alcohol is a better buy | 


than ever before, and is backing its 
conviction with insertions this 
month in 11 magazines. 

Weeklies on the list are to be 


used on a twice-a-month basis, with | 


staggered insertions every other 
month in the monthly publications. 
The agency, Harry Feigenbaum Ad- 
vertising Agency, hopes to obtain 
larger space later in the more 
widely-circulated magazines on the 


“the ultimate victory of 
the Allied forces will un- 
questionably rest to an 
important degree upon 
the production, past- 
present-and-future of De- 
troit’s war industries.” 


From May "Business Conditions" 
Federal Reserve Bank of Chicago 


Win the entire 


world depending upon 
Detroit to supply the 
major part of the weap- 
ons that will win us vic- 
tory, this city justifiably 
occupies an important 
place among world 
cities. But more than 
that, it is today one of 
the most active, and 
most prosperous 
kets in America. Your 
advertising should in- 
clude Detroit, and your 
schedule should include 
its only morning news- 
paper, now reaching 
over 360,000 of the best- 


buying homes in the 
area. 


mar- 


THE DETROIT 
FREE PRESS 


Story, Brooks & Finley, Inc. 
Nat'l Representatives 


a member company in 1930. 


' Train This Morning... 


with him | York. 


wARTK 


SIGH CO, LIMA, OHIO 


ce 
2 ree}. 


like a sudden summer shower on a long hot dusty road 


After months of talking about postwar plans, 
the time has come when the planners must be 
prepared to act. 


The radioed warnings of invasion which are 
right now electrifying the weary, sad, hungry 
people in the dark cellars of Europe are sober- 
ing . . . almost frightening . . . to responsible 
citizens in America. 


The crisp promise, “A bient6t, we'll be seeing 
you soon!” means that, for instance, the United 
Nations’ conferences — the one on food, the 
coming ones on international trade and mone- 
tary problems — have suddenly become to us 
matters of immediate urgency. 


A; the conferences come along, of course 
Business Week will report each in detail. But in 


a special advance report to executive manage- 
ment-men in the May 22 issue, BW has set forth 
the facts, figures, problems, proposals, that es- 
tablish a basis for postwar planning of inter- 
national economic relationships. 


Since Business Week's management audience 
has read “‘Our Stake in the Pre-peace Confer- 
ences,” requests for reprints for further widened 
distribution have been flooding in. If you 
haven't read it, write for a reprint copy. It will 
lay the dust, clear the atmosphere, refresh you 
... help you to think straight along the road 
to the biggest responsibility you ever had. 


Nearly a half million management-readers al- 
ways find that refreshing quality about Business 
Week’s pages. 


BUSINESS WEEK—The News-base of Management's Decisions 


330 West 42nd Street, New York 18 
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Public Relations 
Copy Means Added 
Linage, Says Byoir 


'try to eliminate them. 


|cies in the light of the impact that 
|such policies may have upon the 
| public—which in normal times con- 
stitutes its customers. 

“Public relations,’ he continued, 
\“seeks to inform the public about 


|\the good things that are in the in- 


beer world, and where there are 


bad things, to urge and help indus- 
In terms of 
method, sound public relations aims 


New York, June 8.—The advent of | at the development of news, telling 


public relations advertising, as dis- | 
tinct from institutional advertising, 
has opened up to newspapers a vast 
new field of good, solid, paid linage, 
Carl Byoir, president of Carl Byoir 
& Associates, told the annual con- 
vention of the Newspaper Advertis- 
ing Executives Association here yes- 
terday. 

Admitting the stigma which news- 
paper men formerly attached to 
press agents and publicity men, Mr. 
Byoir asserted that in recent years 
public relations men for industries 
have opened up new sources of news 
for the newspapers, and created ad- 
vertising by advising industries to 
use paid space when they have a 
specific problem to discuss. 

The modern public relations man, 
he said, sends out a story when he 
feels the information is_ straight 
news, and expects the release to be 
judged on its news merits. But 
paid space is advised and purchased 
when the firm or industry wishes to 
tell its story exactly as it wants it 
without possibility of copy desk 
editing. 


Cites Cases 


As an example of the early use 
of what he described as public rela- | 
tions advertising, Mr. Byoir cited | 
the “Statement of Public Policy” | 
placed in more than 1,100 news- | 
papers by the Great Atlantic and| 
Pacific Tea Company. This P the | 


| 


message, he said, arose out of the 
chain stores’ taxation problem, spe- | 
cifically the introduction of a bill in 
Congress aimed at taxing chain) 
stores out of business. This com- | 
pany’s copy was published in news | 
form in solid type, with no embel- | 
lishments, and simply told the effect | 
that such legislation would have | 
upon the owners of the business and | 
consumers, farmers and workers, | 
and frankly outlined the course i 
action on which the company was 
embarking. 

Mr. Byoir also emphasized the 
importance of news advertising “for 
the record.” He cited as an exam- | 
ple the step taken by the B. F.. 
Goodrich Company, which in Octo- | 
ber, 1940, placed newspaper copy | 
emphasizing the country’s vulner- | 
able rubber position, the company’s 
advocacy of a government-financed 
synthetic rubber program, and its 
manufacture and sale of synthetic | 
rubber tires. Three years later, the 
company was enabled to reproduce | 
this 1940 message, he pointed out, 
in another newspaper advertise- | 
ment, thus emphasizing the stand | 
B. F. Goodrich had taken, long 
before Pearl Harbor. The impact of 
the “on-the-record”’ newspaper mes- 
sage gave unusual strength to the) 
company’s position before the pub- 
lic, he declared. 

Sound public relations, Mr. Byoir 
said, involves assistance to a cor- 


poration in the development of poli- | 


When Color Plates 
are to be made from 


Saw a eee expensive and 
time-wasting problems 
frequently arise. But a fine 


made from your Koda- 
chrome gives you the 
straightforward production 
routine of black & white. 


A Chromart Colorprint is 
superb art-copy that can be 
lettered-on, pasted into art- 
work, retouched, dramatic- 
ally displayed ...a 
Kodachrome Film cannot. 


Prices start at $38. Write! 


PHOTOCHROME 


837 N. Fairfax, Hollywood 


the public the story of what a cor- 
poration is doing. 


Many Have Stories 


“Paid newspaper space is one of 
the most effective tools of the pub- 
lic relations counsel,” Mr. Byoir 
said. “It is indispensable in con- 
veying the message of a company 
or an industry, in precise terms, to 
the millions of Americans whose at- 


titude is a powerful force exerted | Weqvyer Elected Head 
upon the course of the advertiser’s 
of Arabol Mfg. Company 


business.” 

In every community, he declared, | William A. Weaver, treasurer of 
are firms which have a public rela-| arabol Mfg. Company, New York, 
manufacturer of adhesives, has been 
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Shifts Personnel 
Maury H. Long, advertising may_ 
ager of Broadcasting Publicat 


Inc., has been transferred from N. 
York to the executive office 


a 


tions story to tell in paid space. 
<meeniptenenemmaccnnte jelected president, succeeding the 
jlate Henry Kohler. 
KOA to Argue Case | In June, 1934, President Roose- 


at FCC Hearings jvett appointed Mr. Weaver treasurer 

. — and operating officer of the Electric 

The Federal Communications | tome and Farm Authority. He 

erg ees a ty enegag resigned his federal position in 1938 

that Station » Venver, AaS\to become treasurer of the Arabol 
been notified to prepare for hear- 


ings on the extension of power to ew: 

station WHDH, Boston. On May}! Se 

18, the Supreme Court, taking . : 

action on the so-called “clear chan- Appoints Addison Vars 

nel case,” held that KOA had a} The systems division of Reming- 
right to intervene in the case, and|ton-Rand has named Addison Vars,, 
that its arguments must be heard|Inc., Buffalo, to handle its adver- 


Washington, D. C., replacing N, 
man H. Goldman, business mana, 
who has joined the Army. § J] 
Paul, Chicago bureau manager, <))c-_ 
ceeds Mr. Long in the New Yor, 
office July 1. 


Names Hixson-O’Donne!!] 


Stein, Hall & Co., New York, sup- 
plier of starches, gums, adhesives 
jand other base materials to the 
paper, textile, food and other indus- 
tries, has appointed Hixson-O'Don- 
nell Advertising, New York, t 


by FCC. | tising. handle its advertising. 


a 


The Efficiency of 
131 Million People is at stake 


OF ALL THINGS worn by human beings, shoes are the 
most essential. Second only to food, shoes are the moi 
vital article of human use. 

This is demonstrated on the military front by the care 
used by procurement officers in obtaining the best possible 

shoes for our fighting men — clear testimony of the im: 
portant role of shoes in war. 

On the home front, a rapidly expanding medical and 
orthopedic science again confirms the vital role played 
by shoes. 

The editors of BOOT and SHOE RECORDER recog 


gen TiAl 
vsske 4,00 goo W 
P. : ‘7 L 


nize the vital nature of their services to a nation at wi 
— toa nation that must build for a lasting peace. Wit 
the June 1 issue, the RECORDER embarked on a program 
of increased editorial service to the shoe trade: news 0 
interest, and more interpretation of the meaning and effec 
of that news; more merchandising guidance; more post-wi! 
planning; more scope for ‘“The Editor’s Outlook,” trenchat! 
editorials of Arthur D. Anderson; and improved physica 


attractiveness, new dynamic war dress. 


Published on the Ist and 15th of each month 


Who 
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Wholesaler-Store 
Campaign Pushes 
Coffee ‘Stretch’ 


philadelphia, June 9.—A new “for 
the duration” product has enabled 
Wm. Montgomery Company, whole- 
ale grocer and coffee roaster, to 
test a high-spot, once-monthly 
newspaper campaign on behalf of its 
voluntary chain, Pioneer Food 
Stores. 
The new product, which made its 
pow with six-column copy in Phil- 
adelphia dailies, is Stretch, a coffee 
extender. Montgomery claims 
Stretch actually makes coffee taste 
petter besides stretching one pound 
f¢ the rationed beverage to do the 
york of two pounds. Stretch, a 


cereal blend, will not be sold to 
other grocery wholesalers or retail- 
ers outside Montgomery’s extensive 
trading area. 

Robert Montgomery, company 
head, said the advertising and point- 
of-sale displays in the 400 Pioneer 
Food Stores have given Stretch 
good local distribution and some 
dealers have already placed repeat 
orders. 

For its Pioneer stores, which indi- 
rectly contribute to the cost of such 
advertising, Montgomery plans once 
a month spot advertisements featur- 
ing a particular item which has un- 
usual appeal to the consumer. 

“It is senseless to compete with a 
long list of items on a price basis 
when there is so much variation,” 
states Mr. Montgomery. “Hence 
our intention to feature one item 
such as Stretch every month or six 


weeks. We don’t know how it will 
pull over a period of time, but we 
feel that it will bring quality buyers 
into the independent grocery stores 
affiliated with us.” Aitkin-Kynett 


Company, Philadelphia, handles the | 
| apolis. 


account, with Martin Goldman, 
vice-president, the account execu- 
tive. 


Albright in New Post 


John Albright has relinquished 
his position as chief statistician for 
business, Bureau of the Census, De- 
partment of Commerce, Washington, 
D. C. Mr. Albright has been selected 
to serve in the research and sta- 
tistics unit of the War Shipping 
Administration. 


Heads Minneapolis Club 

Joyce A. Swan, business manager 
of the Minneapolis Star Journal and 
Tribune, has been elected president 
of the Advertising Club of Minne- 
Other officers elected are: 
lst vice-president, Alan M. Ken- 
nedy, Northwestern National Life 
Insurance Company; 2nd vice-presi- 
dent, Walter C. Strang, Northwest- 
ern Bell Telephone Company; secre- 
tary-treasurer, Robert G. Everett, 
King Midas Flour Mills. 


Joins Caldwell-Clements 


Lee Robinson, president of Radio 
Magazines, New York, has severed 


W. A. Ruff, staff|all connection with that organiza- 


member of the business division | tion and has joined Caldwell-Clem- 
since 1929, has assumed the post|ents, Inc., New York, as eastern 


vacated by Mr. Albright. 


manager of Radio Retailing Today. 


— 


an Essential Industry 


The opportunities and responsibilities of the advertiser in this 
situation are legion. Every manufacturer of shoes, every supplier 
of materials and equipment and every service organization in the 
shoe trade shares with BOOT and SHOE RECORDER the job 
of seeing to it that the industry functions at top efficiency for the 
welfare of America’s 131,000,000 men and women and children. 

Have you better products, methods, or services that will help 
speed up wartime production now? Have you ideas that will 
eliminate waste in materials or manpower? Have you a brand 
name to defend and to keep alive so that you can provide real 
jobs in the post-war period? A name that must be kept a selling 
name, to guarantee profits that will preserve the American enter- 


prise system ? 


To accomplish these and countless other objectives, systematic 
and continuous advertising in BOOT and SHOE RECORDER 


will benefit the entire trade, the entire country . . 


. will help the 


shoe industry do its wartime job now and to prepare for success- 
ful service in the peace to come. 

As essential to the shoe industry as its products are to human 
consumers, the RECORDER is the prime means of contact be- 
tween the manufacturer and the merchant. To play a constructive 
part in this program, plan a substantial advertising schedule now. 
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| newspapers 
|backed up by a hard-hitting pub- 


STARTS DRIVE 


Rerun 


EMPTY 
DEPOSIT 
BOTTLES BP 


os Ly 
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tame mating phone ere beimg calied on mare 


milk, 
groups launched a successful statewide 


Michigan beverage and beer 
save-bottle campaign with this news- 
paper copy. Livingstone-Porter-Hicks, 


Detroit, handles the account. 


‘Bottle Blitz’ 
Gains Momentum 
in Other States 


New York, June 9.—Impressed by 
the success of Michigan’s “bottle 
blitz” to reclaim millions of stray 
glass containers now gathering dust 
in cellars, kitchens and garages, 
brewers in other states have joined 
hands with dairy and carbonated 
beverage groups to launch similar 
round-up campaigns supported by 
substantial advertising appropria- 
tions. 

The drive in Michigan was begun 
with an initial advertising budget of 
$18,000 which was spent in 51 daily 
throughout the state, 


licity program to make the public 
conscious of the fact that the round- 
up was actually part of a nation- 
wide movement to conserve mate- 


rials—although Washington has not 
officially declared that a_ serious 
bottle shortage exists. 

Radio stations also aided the bid 
for bottles by contributing continu- 
ing spot announcements on the air, 
while two picture services furnished 
photographs of pretty girls collect- 
ing deposit bottles. Store display 
signs throughout Michigan also 
called attention to the drive, which 
was conducted by Livingstone-Por- 
ter-Hicks, Detroit agency. Joseph 
Rogers, of Steve Hannigan Asso- 
ciates, New York, is directing pub- 
licity in other areas. 


Rotto in New Hecht Post 
James Rotto, advertising manager 

'of The Hecht Company, Washington, 

'D. C., department store, has been 

appointed to the newly-created post “4 

of sales manager. Mr. Rotto will oes 

continue as advertising manager 

until a successor is appointed. Bert 

M. Sarazan, director of publicity 


and sales promotion, will continue 
| to direct the publicity and advertis- 
ing division. 


_ Selling Women While 
They’re Young 

Published by GIRL SCOUTS 

155 E. 44th Se., New York 


Member of 
| THE YOUTH GROUP 
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Hooper Lists ‘First 15’ 
in Program Ratings 

The May 30 Hooper “national” 
program ratings report showed Bob 
Hope in first place, Fibber McGee 
and Molly second, and Charlie Mc- 
Carthy third. 

Others in the following order were 
Aldrich Family, Walter Winchell, 
Radio Theater, Jack Benny, Mr. 
District Attorney, Frank Morgan- 
Fanny Brice, Rudy Vallee, Screen 
Guild Players, Kay Kyser, Take It 
or Leave It, Bing Crosby and Fred 


research director, reported that the 
unusual new project has already 
been under way, at least partially, 
for about 10 weeks. 


‘Farm Journal’ 


Turns Salesmen 
Into Researchers 


Sales Circulation 
Staffs to Study New 


“In the early part of this year 


when the paper shortage developed 


and it became evident that our 
salesmen and the men in our circu- 
lation department would have some 
extra time from their regular duties, 
we decided to use that time to study 
the problems and opportunities 
which face both our readers and 
business in the postwar period,” Dr. 
Cawl said. 


from the manufacturer to the con- 
sumer, with the advertising sales- 
men getting the business side of the 
picture and the circulation men 
filling in the other half by collecting 
material from the farmer. As a re- 
sult, Farm Journal hopes to develop 
material which will be valuable to 
both readers and advertisers. 


Story to Be Available 


Dr. Cawl emphasized that much 
interesting material has already 
been collected, and while none of it 


has been released as yet, it will be 

— : Methods and Products Get Training Courses made available from time to time to 
interested parties. 

Philadelphia's Selection New York, June 9.—An unusual| Advertising salesmen have each| He pointed out that while Farm 


Outstanding 
PAINTED DISPLAY 


WALLS 


ae Pee OUTDOOR ADV. CO. 
PHILADELPHIA N32 NW BROAD ST © RADCLIF TITS 


plan, under which advertising and 
circulation salesmen of Farm Jour- 
nal and Farmer’s Wife will be 
turned into a field research staff, 
was outlined to advertising and 
agency executives here at a lunch- 
eon given by the farm paper yester- 
day. 

After an introduction by Graham 
Patterson, publisher, and a general 
discussion of postwar possibilities 
on the farm by N. M. Mathews, 
vice-president, Franklin R. Cawl, 


been given special assignments in 
such newly developed fields as rub- 
ber, plastics, frozen and dehydrated 
foods, housing, aviation and elec- 
tricity and they have been given a 
course of training which will lead 
them into every distribution branch 
of the business being studied — re- 
tail, wholesale, and all other chan- 
nels used. 

The idea is to develop a con- 
tinuous picture of the changes in 
these specialized fields all the way 


Journal has started its studies on 
problems which it feels are most 
urgent and significant and which 
will be most useful to its editorial 
staff and business, other problems 
will be studied from time to time. 
In this connection, he asked adver- 
tising men to suggest problems 
which might have importance in 
the study. 

The story is being carried to ad- 
vertising men in Cleveland, Detroit 


and Chicago in similar meetings. 


= a oer 4 


Who said that John Q. Public puts 
out the cat, turns off the radio and 
goes to bed at ten o'clock? 


Not in Detroit! Here, we have 
people working, playing, eating dur- 
ing hours they used to sleep. Yes, 
and a radio station that goes twenty- 
four hours a day! 


To serve the thousands of war 
workers whose evening begins some- 
time after midnight, 


programs of 


——— 


INSPIRATIONAL 


H. Clay Glover Co. (Canada) Lig. 
maker of Glover's mange medicine used 
this full-page advertisement in selected 
dailies of Canada June 4, commemora. 
ing Dunkerque with a reproduction of 
Joseph Auslander’s poem, "Dunkerque 
Anniversary." Bermingham, Castleman 
& Pierce, New York, is the agency. 


WMCA Begins Advertising 
Campaign in Newspapers 


An advertising campaign in Ney 
York City newspapers is being con- 
ducted by Station WMCA to test 
consumer media for radio programs 
The test advertisements will run fo: 
a period of seven months in after- 
noon papers, concentrating on eve- 
ning programs. 

The campaign will stress “rated” 
programs on WMCA during evening 
hours. If results warrant increased 
use of consumer media, advertising 
will be expanded to include morn- 
ing newspapers, taking in suburban 
areas as well. 


Becomes Ad Director 
Warren H. Bearden, advertising 


manager of the Atlanta Constitu- 
tion, has become advertising direc- 


tor, with general supervision of al! 
advertising activities. 


ee 
ie De 


BALTIMORE'S BLUE 
NETWORK 


June ] 


WJR are as complete and entertaining 


in the wee, small hours as at any 
other broadcasting period. There's 
music, variety, news—and already, 
seventeen sponsors are programming 
these hours that, once upon a time, 
were wanted by no one. 


War has changed Detroit. There is 
little 
night. Every minute is a vital minute. 


difference between day and 


Every minute a radio minute, too— 
for there's a wide-awake station in 
the town that never sleeps. 


a National Representatives: 
- SPOT SALES, INC. 


New York - Chicago - San 


3\ 

4\ 
BASIC STATION...COLUMBIA BROADCASTING SYSTEM %, 
G. A. Richards, President ... leo J. Fitzpotrick, Vice President and Gen. Mgr. 


Edward Petry & Company, Inc., 
Notional Representative 
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Reprinted from “THE MARIN-ER" 
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Sausalito California’ oficial public 
" be fficia ation of the MAR 
INSHIP 
a AE LS 


Sample Menus For 
Graveyard Workers 


BREAKFAST 


Grapefruit 
Breakfast Wheat Cereal 
Baked Eggs in Bacon Rings 
Buttered Toast 
Cocoa Milk 


WAKE-UP SNACK 


(High Energy Meal) 
Vegetable Juice Cocktail 
Fried Ham Sandwich on 


“Graveyard Workers Need 
B Extra Meals”! 


4 sy Rye Bread 
ake 4 Baked Apple with Cream 
Bet! , . ; . , Coffee 
An 3 War, defense work,activity geared general attractiveness — then he'll 
pe to top speed—all these things change never be “too tired” or “not have DINNER AT 6 
oy our daily life; lift us out of tranquil time” to eat. coshettt ‘Mest Lect 
ee thoughtlessness and dash us in to We have found, through our dis- Peck Gelebies 
: Be cold reality. ’ cussion of the problem with night Sliced Beets in Vinegar Sauce 
RS Certainly, those who work at night ~workers, that most of them require Apple, Carrot and Celery Salad 
A 5 have to readjust their eating habits four and even five meals a day. It is Whole Wheat — Butter 
ie and, unfortunately, in so doing be- because a number of the meals are Autuma Cup Cakes 
Beas: come slipshod in the food they eat. of necessity light—since some are 
Bae ys, The man who eaten upon arising NIGHT SNACK 
Bio): ES works at night actu- from sleep or just Cold Cuts, Ketchup, Mustard 
Beet oy ally needs more food before going to bed. Buns 
Sg than the workingman And some workers ns es 
re i 


do not like to eat a 
big meal just before 
starting the night 
shift. But they do 
need lots of food — 


on any other sched- 
ule. But this special 
requirement does not 
always express itself 
in appetite. Conse- 


LUNCH BOX 


Fish Salad Sandwich on 
Enriched White Bread 
Whole Tomato 


quently, you should so the eating sched- Pickles 
give a thought to ule must be spread ‘yo Pie = 
the time his meals out over a greater Squere @ = one 


number of meals. 


When the mar 


. j lagement o 
Corporation dec; Toe 


ded ; 
and diet advice recently to publish food 


Published every ] 
for t ; 
workers , , housands 


ation of the San Fra 
Council, the page 
Wartime food 


hursday, with the cooper- 
neisco County Nutritional] 
Ss bring complete, detailed 
d news and advice to thousands 

/alifornia women each weeks ‘ot 


Natural] ¥, they 


| invited the ed; 
EB - sat, 66RD l¢ editor (oo No > 
xaminer’s “Food for Victoos! of The rthern ( 


d material. 


bare the neede pages to pre- 


I he Examiner’s “Foo 
, IS primarily 
ood for Victory” | unity, 


d for Victory” fe 


3 at ? 
a wartime service 


to the com- 


But it 
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for 4 re presents a compellin os 
your wartime adv £ position 
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| | 
: nsor motion following butter rationing | decided against this procedure since | 2 
Gillette to Spo Food Stretchers this spring (AA, April 12) is offered| the new catalog will not be maa Wew Advertising 
All-Star Baseball Game at three bags, containing 24 tablets,| until late July or early pei B h 
Gillette Safety Razor Company ‘ for 19 cents. when the normal “sale” period | uredau roc ure 
has signed for exclusive rights for Off d N Soft Lines Predomi would be almost over. 
broadcast of the 1943 All-Star base- ne oummate | Chicago Mail Order Company, Tells of War ob 
ball game between picked teams of ere in ew The 132-page flyer, like the 172. | Which released its regular May N York. J 8 J ti . 
the American and National League page sale book put out a year ago, flyer late in April, stepped up the|— mat oF: "4 pr a —. id- 
ball clubs, an annual event. Sears Catalo puts major emphasis on soft lines, | RUMber of copies sent out this year | one yore Pom ago ae eenout . 
The game will be played Tuesday including summer clothing, swim| #24 reduced prices on a number of| ME COUN try Were ee seein last ri 
night, July 13, at Shibe Park, Phila- suits, millinery, etc. Games are|items. Anticipating heavier demand | a ~j ~ apwipeees » = iin : 
. ,a . suits, , . Gi , epi 
delphia, and will go over 200 sta- Ward Omits Fiver: well represented and customers are | than ever, the sale ends Aug. 10, | <0 - ‘d ” — ea ¢ th. ol tu 
tions of the Mutual network as well : yer; offered a pre-season sale of Christ- | three weeks earlier than usual. tele the Rl At ot P arngge folden war 
as in Canada through facilities of Spiegel Uses New mas dolls. Farm and garden sup-|‘@!! and winter catalog, now nearing | ered by the Bureau of Adverti.i.. Y 
the Canadian Broadcasting Corpora- ° plies and home canning needs also | Completion, will be mailed oOrny |e earicon Fs = Publi. ing, 
tion. Arrangements are being made Out-of-Stock List figure in the pages, as well as a | next month. Fyne pap ishers I 
with the Office of War Information one-cent sale on a number of drug | Spiegel, Inc., is watching closely ‘The ations points out that new y 
to short-wave the event to our| Chicago, June 9.—Food stretchers. items. A special offer is made for | {°F Customer reaction to a four-page) cee te gdatied the feewle 4. 
armed forces all over the world.| gave a distinctly wartime flavor this| Sears’ own vitamin capsules, Super- | f!der listing items no longer avail-| athe heenatrant ebs ies Pron ) 
Maxon, Inc., handles the account. | week to the new midsummer sale|Kaps, with “200 capsules—100-day |#>l¢ and asking buyers to paste the | ‘. € them 


catalog of Sears, Roebuck & Co., 
now being mailed to more than 
6,000,000 of its customers. 

An entire page in the summer 
flyer is devoted to products with 
which the buyer can stretch his 
ration points, including Montclair 
Nutrimeal, “the nutritive meat ex- 
tender;”’ Montclair coffee stretcher; 
Double Mix butter stretcher; and 
Montclair Sure-Whip, used in mak- 
ing whipped cream from 
cream and the “top of milk.” 
| Nutrimeal, which includes a soy- 
bean flour base, retails at 35 cents 


coffee | 


‘supply — formerly $4.58, now only | 
| $3.39.” 

While Sears has maintained a| 
repair service for years, backing up| 
its guarantee on electrical appli- 
ances, the service is given special | 
jemphasis in the current book. | 
|Sears-purchased appliances will be 
put in working condition and re- 
turned, C. O. D., the company ad- 
| Vises. 

Montgomery Ward & Co., although 
|it has sent out a summer flyer for 
many years, passed it up this year, 
|taking the view that not enough 


list in the current catalog, the spring 
and summer volume which was 
released last January. The list is 
intended to bring the catalog as 


|up-to-date as possible, eliminating 


much expense in clerical work 
when out-of-stock orders must be 
returned. Spiegel probably will 
send out its fall and winter book 
next month. 


Names Lewis Advertising 


Production Engineering Corpora- 
tion, Clifton, N. J., has appointed 


|full information on rationing anq 
|taxes, dimouts and blackouts, con. 
| servation and salvage, and helping 
jevery individual take the step 
|necessary to hasten the day of vic. 
|tory and peace. 

| A letter from Price Administrato, 
Prentiss Brown citing the press 9; 
the nation for its job of helping 
‘launch food rationing is reproduced 
|in the brochure. Copy points to i: 
as “but one evidence of how the na- 
_tion’s press, today as always, keep: 
| the people fully informed.” 


“H 1. ff dot __|@ pound and is recommended for| merchandise is available to warrant|Lewis Advertising Agency, Newark,| Aldine Purchases 
erman. urn off dot news| meat loaf, patties or croquettes.|a cut-price book for the special|to handle advertising for its “5 Fold Reinhold P Cc 
broadcast on WFDF Flint Michi- | Double Mix, which was intreduced|summer trade. It had considered|Moisture Proofing” service. Busi- |*©€INN0 aper Vo. 
gan rr a year ago by Double Mix, Inc.,| tipping in a page in the regular fall| ness papers and direct mail will be Aldine Paper Company, Ney 
Kansas City, and given heavy pro-| catalog, explaining its position, but) used. York, has acquired the Reinhold 
Card & Paper Company, both of 
. a which will be operated as separate 
| ; and independent entities. The latte: 
will assume a new corporate name, | 
to be known as Reinhold-Gould, | 
—_— Inc. 
The Aldine Paper Company will 
|continue its line of special papers 
) |while the new firm will stock and 
+669 —— |distribute an extensive line of mill 
, = , brand papers for the printing and 
\ allied industries. Harry E. Gould, 
president, heads both organizations. 
Chamberlain Joins B&B 
Joan Chamberlain, formerly asso- 
ciated with Paris & Peart, Blackett- 
Sample-Hummert and Sherman K 
Ellis & Co., New York, has joined 
the copy department of Benton & 
Bowles, New York. 
LOUISIANA 
OOKING ahead to the post-war period, | 
many manufacturers are considering | 
going into new fields. | 
This means new competition. It means 
that the companies already in those fields | 
must take every opportunity now to keep , 
their products and trade marks before | 
e markets. 
these market wen . | ™ ; 
a = Trade Mark Service, in the Classified ue tat 
a ASSIFIED TELEPHO! .E DIRECTORY section of Telephone Books, is one of the | : 
available and economical media. 
vu-asco | YOUR RAN MAME— | lta couera market 
ont 0060 In the Classified your trade mark, with 
. ai ) for ee . ; 
ont A premetienel, wt 58 the listings of your local outlets, (see 
sign alt example) can be kept before the public 
ewe i “WHERE TO GET SERVICE for the duration. 
@ oy -1609 oo. err Tel. We. ° 
erm-2447 Vou Leust Some us Adius ..... Tet. We. Trade Mark Service also enables cus- 
290 YOUR LOCAL DEALER. Ws Adres = Te Me ' , q CBS ® 50,000 WATTS 
; rot M663 our Local Of His Address ..,... Tel. Be tomers who want service on your product , 
fee Sis You tec Grater mi Agere Te. he to easily find an authorized station. And A SHREVEPORT TIMES, STATION 
a 9284 Vow Lect Oeste Wis AGSress : Yel. Be ss . 
‘ P ar 6999 Ve AL DEALER His Address Tel. Be that’s insurance on holding those customers 
| nity 4819 oa Oealer His . Asivens ed a g P ° SHREVEPORT, LA. 
See Aeeress Tet te for the time when sales are again possible. 
— a. You Lecal Dee aa 
For details,call the Directory Advertising mepeaseated by he Beusteam Co 
“Leck it up in the Clessified” is « notional habit. There Representative at your local telephone ; 
eee iH the public would see your trode mork and dealers. business office. Lb ae 
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¢) No. 9 of a series * heroic episodes WORLD WAR No. II 


ay, a, 
le thas CH [7 ' ae gave one company 


of savage lgorots, along with a few Mmerican tank 
units, a position to defend against a track Japanese 


regiment. When ordered to counter-athack, the dense 


as “eyes” for the drivers inside. They were armored 


battle rose the fierce shouts of the Igorots as they rode 
only with their own battle-lust, armed only with their 


the tanks and fired their pistols. No gun, no thicket, 
only death itself could stop that mad rush. I have seen 
last ditch stands and innumerable acts of personal 
heroism that defy description. But for sheer, breath- 
taking and heart-stopping desperation, I have never 


known the equal of those Igorots riding the tanks.” 


own bolo knives and pistols. “Gentlemen,” said 


MacArthur, “when you tell that story stand in tribute 


matted jungle was a hopeless puzzle td the American to those gallant Igorots. Bataan has seen many wild 


mornings, but nothing equal to this. No quarter was 
jumped onto the tops of the tanks, ed they served asked and none was given. Always above the din of 


tank drivers. The Igorots, jungle-wisd as monkeys, 
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© €squiee, me, 1949 


“the boys on Bataan were trapped like rats but they died like men 


* For our side this war may know no 


and no more Dunkirks. It may hav 


more Bataans, 


le passed that 


point up to which the hard road to ed had to be 


paved with defeats, withdrawals and 
until this war is won Bataan must 
American measure of endurance and 


sacrifice. There our troops, both bro} 


retreats. But 
stand as the 
yardstick for 


m and white, 


lived and died in fulfilling that class 
the soldier's duty: to make “his brea 
and his blood the moat.”’ Beside the s 


durance and sacrifice established in 


definition of 
t the bulwark 
andard of en- 


ose last dark 


hopeless days on Bataan, nothing that any of the 
rest of us are likely to be called upon to endure, on 
the so-called *“‘home front,”’ can ever honestly be 
classed as anything but trivial. Rationing and con- 
servation, bonds and taxes, overtime and even over- 
work—none of that bulks very big beside the price of 
patriotism that the boys in uniform so gallantly 
pay. That's why the favor of America’s fighting men 
is so important to us, these days. Quantitatively, 
the armed forces still do not constitute majority of 


the magazine's readership. But qualitatively, we are 


A FAVORED 


MAGAZINE OF 


frank to say, we consider them first. The degree of 
affection which they have manifested for this maga- 
zine, and the intimacy with which they regard it as 
peculiarly their own, these are the things that count 
most with us—because these are the men that count 
most with America, today and tomorrow. 

* Independent surveys have shown that a measurable 
percentage of America’s armed forces (34m is the cur- 
rent estimate) are now reached regularly by Esquire. 
The Army’s own surveys show that 41m of its mem- 


bers regularly read magazines in their off-duty hours. 


FIGHTING MEN 
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Those Military Details 


To the Editor: I should like to 
point out an error in the advertise- 
ment on Page 109 of the June issue 
of the Ladies’ Home Journal—the 
ad of the Youngstown Pressed Steel 
division of Mullins Mfg. Corpora- 
tion, Warren, O. 

Entitled “Let’s Hasten the Day,” 
it depicts the homecoming of a sol- 
dier wearing the chevrons of a mas- 
ter sergeant. 

However, it seems Artist Braun- 
son has placed the winged eagle 
insigne of a commissioned officer on 
the enlisted man’s cap. 

JOSEPH A. PAUZE, 
Schenectady, N. Y. 


To the Editor: There’s no doubt 
about it now, all the advertising 
men have gone to war. All, that is, 
except the one who OK’d the art 
work for the Youngstown Pressed 
Steel ad which stared me in the face 
when I happened to open a copy of 
friend wife’s American Home. 

It’s obvious that this guy doesn’t 
know an officer from a master ser- 
geant because he’s got the two of 
them balled into one in his illustra- 
tion. Notice that the doughboy 
wears the officers’ insignia on his 
cap and on his lapel. He also wears, 
however, the chevrons of the master 
sergeant and the collar ornament 
and garrison belt of the enlisted 
man. 

That’s merely an indication, I’m 
sure, that all the men with previous 
military training are already in the 
Army and that the boys left on the 
home front are boys we'll have to 
train from the ground up. 

No hard feelings, YPS, just 
friendly and constructive criticism. 

Geo. F. RUTLEDGE, 
Captain, Iowa SG. 


Minneapolis Moline 
Asks Jeep Credit 


To the Editor: I read with inter- 
est under your “Last Minute News 


Flashes” recently that the Federal | 


Trade Commission had cited Willys- 
Overland Motors for its use of the 
Jeep in advertising. 

In some of its advertising Willys- 
Overland claims that all Jeeps have 
Go-Devil engines. We wrote to 
their advertising manager about this 
in early November, 1942, and they 
did not reply. In January we wrote 
to the president of Willys-Overland 


again, giving him a copy of the let-| 


ter written to the advertising man- 


ager, requesting that they quit using | 


that particular line. Now, the rea- 
son we asked them to do this was 
that the first Army vehicle ever 
called the Jeep was one of our farm 
tractors converted to military use. 
We started to work on this conver- 


sion of a farm tractor to Army use| 


before 1938. This vehicle was the 
first Army vehicle called the Jeep, 


and it was named at Fort Ripley on} 


maneuvers in 1940 by Sgt. James T. 
O’Brien of Minneapolis, who was at 
that time a private. I am enclosing 
a letter from him. I am 


enclosing a copy of a letter from 


Maj. Martin T. Schiska, who is now |} 


in New York, and who at that time 
was in charge of the Ordnance com- 
pany to which Sgt. O’Brien, then a 
private, was attached. 

The word Jeep as applied to an 
Army vehicle was first used in print 
on Aug. 14, 1940, in the St. Paul 
Pioneer Press in an article entitled 
“The Jeep and the General See 
Action.” After that it was applied 
throughout the country to the type 
of vehicles we build for the armed 
forces 

In 1941 we made a movie called 
“In Our Own American Way.” We 
had the cooperation of the War De- 
partment and we took color motion 
pictures in many Army camps 
throughout the country. At that time 
the word Jeep was not applied to 
these scout cars at all. They were 
called “Peeps,” scout cars, command 
cars and “Bouncing Sardine Cans.” 
We realize that through the force 
of advertising and publicity articles 
even our armed forces were led to 
call these small scout cars Jeeps 

We do not claim that we named 
the Jeep. We simply claim that the 
credit belongs to the boys of the 
National Guard unit that happened 
to be on maneuvers at Fort Ripley 
in 1940. We also claim that it was 
not named Jeep for the initials G.P. 
from “General Purpose.” In a way 
we would far rather have had it 


also | 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


HYBRID? 


7 
AIASTEN THE DAY +) 


| 


| 


The soldier, who is so happy to be back | 
home in this picture, has decked himself | 
out in a mixture of non-com and com- | 
[rrissioned officer's insignia, two readers | 

point out. 


named after those initials because 
we produced the first general pur- 
pose tractor in 1915. 

This particular vehicle happened 
to be at Fort Ripley. It was nei- 
| ther a tank, truck nor a crawler 
tractor, and since it could do almost 
| anything, it was called the Jeep 
lafter Eugene the Jeep from the 
| Popeye cartoons, and you will re-| 
member that he lived on orchids} 
and was part fowl, part fish and| 
part animal. 


a government document on the sub- | 


in 1940 Willys - Overland 
their product “Quad Car.” 


called 


Company, as far as we are able to} 
determine, had no particular name | 
for it. Certainly they did not use| 
the word Jeep, as far as we can | 


determine. | 


The reason we are interested in| 
this is that some organizations have | 
|}put on a campaign to sell farmers | 
and others on the idea that the| 
scout cars can replace the farm | 
| tractor on the farm after the war. | 
|If you will check with leading agri- | 
cultural engineers, you will find| 
;numerous reasons why this will be| 
a practical impossibility. They will | 
not tell you that there is no use for} 
the scout cars on the farms, but} 
they will tell you that so far as| 
power take-off machines, and even | 
such things as plowing or harrow- | 
ing, it will take an extra man to! 
make the adjustments as they go} 
/over the fields. 

I am also enclosing an editorial | 
entitled, “Our New Army” from the| 
April 5, 1941, Collier’s. They men- 
tion that the term Jeep rightly be- 
jlongs to a farm tractor, and the 
specifications they give fit the Army | 
vehicle we had at the Aberdeen 
Proving Grounds and Fort Ripley 
|exactly. 

There is no question about it that 


the term Jeep belongs to the farm| ' 


tractors we converted to serve our | 
armed forces. Many of the Jeeps 
we build are used throughout the 
combat zones, and we have had 
letters from many of our employes 
in the Pacific area telling that they 
had seen these perform. 

I have read with interest your 
articles and reproductions of the 
Bantam and Willys-Overland ads in 
the May 17 issue and the one pre- 
vious. Since the publicity these 
organizations have sent out directly 
affects our industry, we hope that 
you will see fit to put us into the 
picture where we belong. 

B. D. GrusSSING, 

Advertising and Sales Promo- 

tion Manager, Minneapolis-Mo- 

line Power Implement Com- 
pany, Minneapolis. 
"iw 
Add ‘Mexitan’ 

To the Editor: In your write-up 
on leg makeup, I was very much 
surprised that you did not include 
Mexitan, the Bonne Bell product of 
Cleveland, O., as this was the first 
perfected leg makeup widely pro- 
moted in the department store field 

Radio, newspapers, counter and 
window displays and fashion maga- 
zine advertising have been used. 
The enclosed beauty editor’s re- 


;lease on Mexitan leg makeup by | accomplished over a table at the 
Bonne Bell in the spring of 1942|Chez Paree or Leon and Eddie’s. 
2 | shows the activity in both the spring | 
|of 1942 and 1943. 


A Fan—Two Ways 


‘you, Dale? You’re steamed up about | W0n't 
‘it—get it down in oil saa you | Small newspapers definitely get the 
cool off. ——s 
| Nichols fan thinks you’d be doing a|@d their fill. 
|public service and have a welcome |. he D ner, 
|relief from your swell red barns and |!” the Des Moines 
| blue skies. 


ing in any advertising publication. 


Please don’t reform. . ~ . 
‘continue saying what you wish as r submit that the job would be bet- 


|} you wish. 
| 


I am enclosing a copy of part of | } 


ject of the Jeep, and it shows that) | 


June 14, 


ee _) 


people never get beyond the metro- 
politan newspaper field. 

We “little fellows” frankly admit 
that we can’t put as pretty a presen-| 
tation to a space buyer as the New 
York Times. 

We admit that wonders can be 


much as 
Blvd. 
The Scrap Drive showed wha; , 
UNITED newspaper drive can «.! 
HERBERT O. TscCHupy. 
Advertising Manager, Newtoy 
Daily News, Newton, Ia. 


~ 


LeTourneau House Organ 


Features Flood Photos 


To the Editor: We think yoy 
might be interested in the encloseg 


the man on Michigan 


We admit that we can’t talk glibly 
|}about umpteenth million homes cov- 
/ered with a blanket. 

But we feel that our readers, 


PAuL J. MANDABACH, 
Managing Director, Root-Man- 


dabach Advertising Agency, though small in number, are en- co of “NOW,” weekl LeTo 
Chicago. titled to the information of an im- ae ad house organ whiain. with this 
eer ‘portant advertising campaign just ; . As 


issue, also carried a supplement of 
news and pictures regarding the al]. 
time record Illinois River flood, no: 
yet fully receded. Since Our plan; 
is built out into the water even jp 
normal conditions, we were very 
definitely in the “thick” of this flood 

A crest of 28.84 inches is in eyj- 
dence in nearly all these “NOw” 
photos. Our house organ editor hag 
this issue, first of its kind amon, 
many similarly affected war indus. 
tries in the Illinois River valley, ip 
the hands of our employes while 
the top stage was still being fought 
to a standstill. Employe relations 


|as well as the readers of a metro- 
|politan daily. 


Yes, what about} Under normal 
get it, 


To the Editor: operations, they 
because America’s 


[Ad-libbing June 7.] This | Crumbs—after the big boys have 


For example, if the cost of a page 
Register and 
Tribune were re-allotted, it would 

_| provide for 1,500 lines in the Des 

Best read | Moines papers, PLUS 1,000 lines in 


_ want you to | 10 small dailies such as ours. And 


And to the Ad Man: 


ter done—that no force would be 


Harry ROTHERMEL, lost in Des Moines, and a big job/ were naturally enhanced greatly by 
Advertising Manager, Dayton | cone in the 10 small markets. Of) the edition and its supplement. 
Pump & Mfg. Company, Dayton, | COUrSe, it’s easier to dump the whole | Rovanp S. Nerr, 
O. thing into Des Moines—they claim | Publicity Director, R. G. Le- 
to cover the state. Buta hell of a} Pourneau. Inc. Peoria. 
|lot of us Iowa farmers read our , fs : 
Asks Safeguard for | home-town papers first! Megat 
Go t Ad Bud Frankly, I think a safeguard ‘Going Home’ Copy 

vernmen u get should be placed in any law ap- Wi Acclai 

To the Editor: Let’s grant the! propriating funds for a government ins Acciaim 

necessity of careful placement of a| campaign. We can’t afford to send; To the Editor: Enclosed is a proof 
government campaign urging bondja representative to Washington to|sheet of our most recent Eastern 


a. w 


purchases. But let’s also recognize|sell our paper, but we feel quite | Air Lines ad, entitled “Going 
that most national campaigns de-/sincerely, and humbly, that our|Home.” This ad was run in 9] 
|signed to inform large segments of!readers are fighting the war just as! newspapers full page. The reason 


TRADITIONALLY PREFERRED FOR PRECISION PRINTING PRODUCTION 


* 


At that) 
time the American Bantam Car| jas 


S avesMeN-iN-PRINT” are even more necessary tising offers unlimited opportunities for the 


today than in Peacetime. The call to Colors advertiser, printer and lithographer. Good 


has necessarily depleted the ranks of business papers like those made at Northwest will 
to help fill the ranks for Uncle Sam. Conse- add greatly to the effectiveness of such usage, 
ently constructive direct adver- E 
quently constructive direct a “ie 
VICTORY Mey Ch : 
< 2 Z 


PAPER COMPANY 


and thus aid in bringing Victory nearer. 
PAPERS 


THE NORTHWEST CLOQUET, MINN 
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THEME PRAISED 


This dine advertisement, used — 
Eastern Air Lines in 91 newspapers, has 
brought letters of praise from Army 
personnel and civilians alike. a | 
Ewald Co., New York, prepared the copy. 


we are calling it to your attention | 
is that Captain Rickenbacker has, 
received many, many comments, | 
not only from Army personnel but 
from civilians, commending him for 
the thought which prompted this | 
splendid advertisement. 

Needless to say it was prepared | 
by Campbell-Ewald Company, Inc., 
Eastern Division, as are all Eastern | 
Air Lines ads. 

JosePH A. Bonp, 

Publicity Director, Campbell- | 

Ewald Company, New York. 


Coast Guard’s Thanks 


To the Editor: In behalf of Lt. | 
Herbert A. Gareiss, commander of | 
Flotilla ©1202, U. S. Coast Guard | 
Auxiliary, Bayside, Long Island, 1| 
want to thank you for your coopera- | 
tion in carrying the item regarding | 
the activity of various advertising | 


in your issue of May 24. 

Since this item appeared in your | 
popular “Getting Personal” column, | 
| have every confidence that new | 
interest in this activity will be. 
aroused and that the many Flotillas | 
operating in the metropolitan area, | 
as well as others throughout the | 
country, will feel the benefit of this 
publicity. We are very happy then 
to acknowledge your contribution to 
the cause. 

W. V. COLLINs, 

Public Relations Officer, Flotilla 

1202, Bayside, L. I. 


Siboney Steps Up 


Summer Ad Campaign 
Siboney Distilling Corporation, 
Philadelphia, has expanded its sum- 
mer newspaper advertising cam- 
paign for its domestic rums, Siboney 
and Port Royal, to include 14 cities 
coast-to-coast, where the products 
enjoy good distribution. 
Scheduled to run 
June, July and August, the cam- 
paign is said to be considerably 


throughout 


larger than any heretofore placed 
by the company. Insertions of 200 
and 70 lines will promote Siboney, 
while 85-line copy will be used for 
Port Royal. The domestic rums are 
handled by A. K. Hamilton & Co.. 
New York, sales agent for Siboney. 
Kelly, Nason, Inc., New York, places 
the advertising. 


If it’s 
A TEST 


you want. ee 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion, 


Gets Micola Specee 


James G. Lamb Company, Phila- 
delphia agency, has been appointed 
to handle the advertising of Micola, 
a cola concentrate manufactured by 
Cutler Chemical Company, Merion, 
Pa. 


Searle Names FC&B 


Searle Aero Industries, Inc., 
Orange, Cal., manufacturer of air- 
craft parts, has appointed Foote, 
Cone & Belding, Los Angeles, to 
handle its advertising. Initial ad- 
vertisements will appear in aviation 
trade publications, expanding later 


to other fields. 


Buys N. Y. Deneteee 
Composition Company 


Monotype & Linotype Composi- 
tion Corporation, New York, has 
purchased the complete plant and 
equipment of the New York Mono- 
type Composition Company from 
the Reconstruction Finance Cor- 
poration. 


Executives of the new organiza- 
tion are: O. Holst-Knudsen, presi- 
dent; Oliver G. Hendricks, vice- 
president; Harold  L. McGirr, 
vice-president; and Charles PP. 
Lyding, secretary and treasurer. 


‘| Publishes Directory 

Joseph F. Wagner, Inc., New 
York, publisher of religious maga- 
zines and books, announce publica- 
tion of the Religious Press Direc- 
tory, which provides full informa- 
tion on the religious press of the 
United States. 


Ballantine Names Barnes 
Charles E. Barnes has_ been 
appointed art director of P. Ballan- 
tine & Sons, Newark, N. J., brewer. 
Mr. Barnes was formerly head of | 
his own art service, specializing in 
displays and point-of-purchase ma- 


| terial. 


Flatley to Weed & Co. 


John E. Flatley, formerly in the 
advertising department of the Chi- 
cago Tribune, and more recently 
advertising manager of the Mission 
Orange Bottling Company, Chicago, 
| has joined the Chicago sales staff of 
| Weed & Co., radio station represen- 
| tative. 


Youngman Joins Keppler 

Paul Youngman, formerly man- 
_ager of Sarra, Inc., New York, pho- 
tographic studios, has joined Victor 
Keppler, New York, as special rep- 
resentative of the creative photo- 
|graphic department. 
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In 1-2-3 or 4 Colors at Preferential Group Rates 


THIS IS NO “WAR BOOM’ we're experiencing out here 
on the Pacific Coast. It’s a “War Zoom” 


..@ terrific influx of 


. the tre- 
. the age of air- 


.and they're lush right 


—and TELL YOUR STORY TO 9 OUT OF 
EVERY 2 FAMILIES EVERY SUNDAY 


~ 


for you, your products or services..."The Big 3!” The 3 big 
Coast newspapers that reach 1 out of every 2 families 
every Sunday. Joined together, they offer you 1-2-3 or 4 


colors.. 


.and at preferential rates! It's a new name for 
these three combined newspapers. . 


. this “Big 3,” but the 


advertising possibilities are proven. Study the record of 
the consistent advertisers and you'll see a record of in- 
creased schedules in 3 of the highest priced Sunday news- 
papers for readers in the United States. Yes, when folks 
pay 15¢ for a newspaper, it’s pretty good assurance these 
days they'll be read from section to section! And that 
means readership of your advertisement ! 


For full details on Pacific Coast Markets, call THE RODNEY E. BOONE ORGANIZATION 


: : solid citizens that already are sinking their roots for a per- 
a ; manent stay in the three big Coast States of the present 
E é and the future. Eyes are to Peacetime horizons .. 

Ee d mendous markets of the far East—the growth of heavy 
¥ =a industry that has already seen its start. . 

a travel with the Coast the major production center. Yes, it’s 
; = a land of lush sales possibilities . . 

. 2 now! 645 million Food Ration Points consumed each month 
ie J .. payrolls up 400% over 1940: those are just two figures 
: to set the imagination whirling! And ready to talk for 
oe 

i THE BIG 
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Pacific Coast Coverage 
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Omega Launches 
Summer Campaign 


Omega Chemical Company, Jer- 
sey City, maker of Omega oil, has 
released a summer advertising cam- 
paign for the first time in many 
years, through Cecil & Presbrey, 
New York. 

Scheduled to run until the middle 
of October, 34-line insertions will 
appear two and three times a week 


in newspapers and Sunday supple- | 


ments in about 15 principal cities 
throughout the country. Spot radio 
will augment the campaign, which 
will promote the liniment for sore 


muscles after a strenuous weekend, | 


and for use by war workers unused 
to manual labor. 


Pee eR hee 
¥ Per: 


STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. » CHICAGO 
WHltehall 5355 


ts |part of it. 
»| The Bankhead bill, which is still | 


Fly Upholds NAB 
Stand on Govt. 
Subsidy Issue 


| Washington, D. C., June 9.—| 
Chairman James L. Fly of the Fed- |“ 
eral Communications Commission | 


commended the stand of the Na-| 
tional Association of Broadcasters | 
on government subsidies this week. 

The NAB’s 


The board of directors, who noted | 


, opposed 
ment funds for advertising or the 
acceptance of government loans or 
subsidy in any form” also noted that 
“there is before Congress today 
proposed legislation which provides 
for the expenditure of government 
funds for advertising in news- 
'papers.” While not reversing its 
previous stand, NAB’s directors said 
if Congress contemplates such 
legislation every effort should be 
made to see that there can be no 
|discrimination as between the press 
|and radio or any other media of 


board of directors, | Communication.” 
‘casting an eye at the somnolent | 


The small stations committee of 


|Bankhead bill for Treasury adver-|the association is looking into the 
| tising in newspapers, went on rec- problem, and will determine what 


lord here last week as follows: 
NAB opposes government subsidy | 
jin any form; 
to be subsidy, 


slumbering in the finance committee 
|of the Senate, provides for the crea- 
tion of a Treasury advertising fund, | 


one-half of which must be spent in| 


| weekly newspapers. Not generally | 
|credited with much chance of pas-| 
| sage, due to the opposition of. large | 


newspapers, advertisers and the | 
‘Treasury itself, the bill has the) 
|| whole - hearted support of many 


| weeklies, and of weekly press asso-| that —in his 
'radio 


| ciations. 


(b) if there is going| 
radio should have | characterizing the actions of NAB 


(a) | class or classes of stations should 


receive such advertising. 
Mr. Fly, who had just finished 


‘in protesting the recent chain broad- 
casting decision and asking for new 
‘radio legislation as “a rehash of the 
|stuff the two big networks have 
been dishing out for the last few 
years,” was for once in agreement 
|with the association. 


Wants No Subsidy 


He said he could understand the 
industry’s unwillingness to have its 
competition subsidized, and added 
understanding — the 


industry actually did not 


aI 


‘that the broadcasting industry has| newspapers or 
“the acceptance of govern- | This 


want subsidization iieteehitiiiine of | 
with newspapers. 
idea, he said, is generally | 
accepted throughout FCC, as well as| 
in the broadcasting industry. 

Mr. Fly has been a persistent | 
opponent of any attempt by gov-| 
ernment to step into the problem 
of supporting radio stations. In 


announcing that he was beginning | 


negotiations with advertisers for 
more support of small stations this 
spring, he emphasized that there 
were only two other alternatives: 
(1) Reconstruction Finance Corpo- 
ration loans; (2) government sub- 
sidy in the form of paid time. RFC 
loans were distasteful to him, he 
said, because the station incurred 
an obligation which was difficult to 
repay; government time might lead 
to encroachment upon the free pre- 
rogatives of independent radio, he 
said. 

“Radio,” he declared today, “must 
not only be free from government 
control over its program content, 
but also must be able to say that 
it is completely free’’—referring, 
obviously, to the implicit dangers of 
supported media. 


Successor Named 


Jack M. Raymond has been ap- 
pointed manager of Kenyon & Eck- 
hardt Ltd., Montreal, succeeding 


Louis E. Van Norman, who is joining | 


the United States armed forces. 


Philadelphians brought ice cream to its rich perfection. They invented the ice 


cream soda. And through generations ice cream has become Philadelphia's dish. 


Rely on a Philadelphian to know Philadelphia tastes—in radio as in every other field. 
And remember that Philadelphia advertisers buy a huge and growing share of KYW’s 


sponsorship. 


Today they account for 


43% of all our non-network time. 


This would not be so remarkable if KYW were a small local station specializing in 


local retail advertising, but it isn’t. KYW is the 50,000 watt, top-notch station of the 
nation’s third market, carrying NBC programs. 


Investigate our directed coverage, which saturates the market from the Appalachians to 
the sea. KYW is Philadelphia’s dish. Make it yours as well. 


© 


WESTINGHOUSE RADIO STATIONS Inc 
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REPRESENTED NATIONALLY BY NBC SPOT SALES 


WBZA 


*" KYW * KOKA 


AY 


PHILADELPHIA 


$0,000 watts 


Hooper Will Add 
3 New Extensions 
to Radio Service 


New York, June 9.—Beginning 
July 1 the regular national ratings 
reports of C. E. Hooper, Inc., radio 


| measuring and rating company, wil] 


show the number of men, women 
and children listening to particular 
programs, also the average number; 
of minutes listened during each 
hour, plus continuous ratings on 
nationally sponsored shows aired 
after 10:30 p. m. and, if scheduled, 
before 8 a. m., it was disclosed here 
this week. 

“It has become increasingly ap- 
parent that radio programs vary 
widely in their abilities to recruit 
men, women and children,” \; 
Hooper said. “We experimented 
with several methods and _ finally 
settled on the one that measured 
the exact composition of the audj- 
ence to each program. This added 
information comes at the end of a 
five-year development laid out to 
give the buyers and sellers of radio 
time the necessary yardsticks to 
evaluate this medium,” he said. 

The only element listed in the 
five-year plan that has not been 
realized is a measurement of radio 
station coverage, Mr. Hooper said, 
in outlining a proposed uniform 
station coverage audit plan which 
he hopes to have in operation within 
a year. 


Shewell Named V.P. 


Dunnie Shewell, formerly account 
executive with Blackett-Sample- 


Hummert, and more recently wit! 
Batten, Barton, Durstine & Osborn, 
New York, has been appointed 
executive vice-president of Beacon 
Chemical Corporation, Philadelphia, 
manufacturer of Zero cleaner. 


Gets Autogiro Account 


Kellett Autogiro Corporation, 
Philadelphia, manufacturer of ro- 
tary wing aircraft, has appointed 
Fuller & Smith & Ross, New York, 
to direct its advertising. Advertis- 
ing will be aimed at establishing 
| postwar markets and distribution 


“ rotary wing aircraft. 


_| MR. SPACEBUYER! 


FIRST ON 
YOUR MUST LIST 
| IN CONNECTICUT 


The Sunday Herald 
now tops all Connecti- 
cut Daily and Sunday 
newspapers in circula- 
tion! 


HERALD 95,986* 


Leading Daily Paper 82,213" 
Second Sunday Paper 82,012 
| | *ABC Statement 3-31-43 


COVER CONNECTICUT 
COMPLETELY 


WITH 


THE BRIDGEPORT 
SUNDAY HERALD 


National Kepresentative 


LORENZEN & THOMPSON 
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Starting from white there are as many shades and tones 
of gray as the artist and engraver can produce. Black and 
white is really a keyboard of color! Note what the artist . . . 
aided and abetted by our ingenious engravers . . . has done 
to add flexible color values to this black and white page. 
We are known as color engravers, and our full color work 
appears constantly in the national magazines; but we take 
a special pride in putting “color” . . . by well balanced 
negatives and skillful etching . . . into black and white 4 


reproductions. Our expert knowledge of color values enables 


us to work with the artist to get more reproductive sock 
from what is commonly .. . but incorrectly . . . called 
“one color.” 

From coast to coast, agencies and advertisers who demand 
uncompromising quality in their engravings, send their 
work to us. If your problem is to get more “color” value 


from black and white, let us show you what we can do. 


CHICAGO 


COLLINS, MILLER & HUTCHIMOS, INC. 
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Published to stimulate thoughtful consideration 
of the importance of signs .. . both commercial 
and non-commercial ...as an indispensable 


source of information and guidance in modern life. 
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what would happen Tomorrow ¢ 


Confusion! Disorder! A world without signs would be a world with- 
out direction . . . a bewildered humanity. 


Signs were the first form of intelligent thought communication 
after mankind learned to talk. Since that time signs have been a 
fundamental factor in the development of modern civilization. 


Everyday life . . . the activities of government . . . of industry and 
commerce ... the movements of transportation ... the motiva- 
tion and direction of human endeavor... all are directed to an 


important degree by signs. Signs have told where to go, what 
to do, warned, protected, informed, commanded --told what and 
where to buy. Signs save time, energy, money and contribute to a 
happier, safer, saner, more orderly life. 


The information that signs convey ... commercial and non- 
commercial . . . is acted upon more surely ... more promptly .. . 
more frequently ...by more people ...than that provided by 


any other visual medium of communication. 


The world cannot afford to ignore the importance of signs! 


EYERCORD CO. 


The world's largest manufacturers of Decalcomania Signs, Nameplates, 
Identification, Trademarks, Truck Lettering and Designs, Product and 
Home Decorations, Tax Stamps and Insignia and Specialties 


EST LAKE © CHICAGO, ILLINOIS 
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ADVERTISING AGE 


June 14, 1943 


Fada Radio on WJZ 


. ® 
aay Wad, ben eee = coe Retail Executives 
sive institutional radio campaign on . 
Ask Relief from 
A ’ 
Too Many ‘Figures 


WJZ sponsoring the news broad- 
casts of Henry J. Taylor. Effective 
June 7, for 52 weeks, the program 
is heard Mondays through Fridays 
from 11:05 to 11:15 p. m., EWT. 
Sternfield, Godley, Inc., New York, 


{ 
not greatly interest him; in fact, he| The second speaker to disparage 
is liable to be slightly bewildered.| charts and figures, but not as em- 
When he wants figures he presses|phatically as Mrs. Pennoyer, was | 
a button and in pops Ollie, the fig-|/W. D. Hart, editor of the Retail | 
ure man. He relies on Ollie, and itl Beooutioe, who spoke at the Tues- | 
the figures show that something he! day luncheon. 
wants to do is too costly, he won’t “Too much attention has been) 
\do it. |given to circulation and rates,” 


_miles of figures presented by zealous| problems which have been multi- 


space solicitors, and I am still con- | plied by the shortage of goods, shoe | 


is the agency. 


Sanford Heads Copy 

A. Randall Sanford, who has been 
Washington correspondent for a 
group of national, state and regional 
farm papers, has been named man- 
ager of the copy department of 
Agricultural Advertising and Re- 
search, Ithaca, N. Y. 


: i a a a a ae ae ae 


: To reach the leaders 
* 


* 


small businesses... | 


* CHOOSE THE 


% |ure man of the business, may un-| 


of large and 2S * 


| New York, June 9.—A rationing |tinually amazed that they always | 


\of facts, figures, graphs and pie show that X paper is the only real 
charts would be a welcome respite | buy. It really borders upon presti- 
| to the retail advertiser, members of | digitation, yet we are all aware that 
the Newspaper Advertising Execu-|the magician doesn’t really saw the 
tives Association were told by two | lady in half. 
retailing experts at their annual | “If I would presume to give you 
convention in New York this week.|any advice, I would say that in 
The technique has been overdone, |these troubled times abstain from 
|greun and yellow finss, surmmumted | Groeten eee ee 
S, ! charts. ive facts about our mar- 
or underscored by weighty figures,|ket we don’t know. Help us solve 
no longer hypnotize, but now bor-|our problems.” 
|der on the soporific. Ollie, the fig-| 


Asks for Significant News 


‘derstand them, but Ollie doesn’t buy |_ Mrs. Pennoyer, in closing, gave 
'space, the NAEA delegates were | NAEA members an unusual sugges- 
| told. | Hon. ’ ; 
| The first speaker thus to fly in the| “We would be highly appreci- 
face of newspaper promotion tradi- | ative,” she said, “if you would call 
‘tion was Sara Pennoyer, vice-presi- |US UP and tell us of any big news 
‘dent and promotion director of|that might affect us, new Washing- 
| Bonwit Tellar, Inc., New York de- | ton regulations, new restrictions on 
partment store. |automobile driving, etc. Of course 
° /we are supposed to read the news- 

Says Figures Bewilder papers, and we do, but often such 


rationing, etc. Retail stores are 
faced with abnormal problems. 
Newspaper solicitors would be wise 
to study trends in other lines and 
glean ideas which might be useful 
to an entirely unrelated business.” 

Looking ahead, Mr. Hart said in- 
stitutional and patriotic advertis- 
ing will increase everywhere. He 
predicted a decreasing emphasis on 
price and an increasing emphasis on 
durability and quality. Copy can- 
cellations due to shortage of goods 
will continue, he said, ranging from 
1 to 25%. 


Haas Joins Motion 
Picture Ad Service 


Adolph Haas, for the past eight 
years assistant to the president of 
Alexander Film Company, in charge 
of theater relations in the north- 
eastern states, including metropoli- 
tan New York, has resigned to ac- 


LEADER IN 
* THE BUSINESS 


* FIELD... 


“The fact is,’ she declared, ‘‘that 
the man who is a successful mer- 
chandiser is a man accustomed to 
thinking in terms of specific things 
and the public. Figures, as such, do 


a call might mean a swift change 
/in our plans. But such calls should 
only be on significant news, other- 
wise they might become merely an 
annoyance.” 


cept a_ similar 
Picture Advertising Service, 
Orleans, 
of “Screen Broadcasts.” 

“Screen Broadcasts” are distribut- 


| Subject campaigns under the super- 
/vision of War Savings, OPA, OCD, 
'Public Health, Labor, ODT and 
other government agencies. Mr. 
| Haas will make his headquarters for 
the present in the Washington, 
D. C., offices of “Screen Broadcasts,” 
|but it is contemplated that New 
| York City offices will be established 
|in the near future. 


Lochten Joins G-M 

Roy T. Lochten, formerly with 
N. W. Ayer and Ivey & Ellington, 
both of Philadelphia, has joined the 
media department of Geare-Mars- 
ton Company, Philadelphia. He will 


post with Motion! 
New | 
producer and distributor | 


ing war-effort films, produced as 26-| 


Retailers Demand 
Simpler Controls 
and More ‘Realism’ 


New York, June 9. — Retaile;, 
| gathered here this week for the wa, 
‘council of the American Retail Feq- 
eration heard OPA policies flayeq 
|vigorously by representatives of 
|various retail groups who insisteq 
|that price policies and other Opa 
/regulations are rapidly driving re. 
|tailers out of business and _ int) 
|/mental institutions. 
| Simplified price control at the 
|source set up on a realistic basis 
which will not curtail production, 
and retail margins which wil] a 
least permit continuance in busines: 
| were urged by a number of speak- 
ers, notably Rose M. Kiefer, secre- 
|tary of the National Association of 
| Retail Grocers. 
| “Insofar as retail distribution js 
concerned,” Mrs. Kiefer said, “I can 
}tell you quite frankly that, under 
|the policies now being pursued, it 
\is headed for a major disaster. The 
|whole burden of price contro] has 
been placed upon the retailers.” 


Oppose Subsidies 


he | 
| “I have seen tons of pie charts and | declared, “and not enough to store | 


| What is needed is a food admin- 
|istration with a practical staff and 
complete control, who would estab- 
lish basic prices at the processor 
level so as to encourage adequate 
production of necessary amounts of 
food, and “establish such margins 
for distribution of food to enable re- 
tailers to remain in business and in 
no event to be less than the his- 
torical margin in normal times,” she 
|said. Mrs. Kiefer also expressed 
| her opposition to rollbacks and sub- 
|sidies, as did Clarence J. Taverty, 
president of the National Retail 
|'Furniture Association, who asserted 
that such devices are “a snare and 
a delusion.” 

On the other hand, Esther Cole 
Franklin, American Association of 
University Women, told the meeting 


yy] 9 be in charge of newspapers and that consumers want “price down 
4 trade publications. and quality up,” and that that happy 
We made one of those worked-to-death map offers P 
at 6 A. M. imagine! 
All of the Heart of America responded—from the 49% rural 
as well as the 51% urban. | 
° 
. . . | 
Yes—they’re wide-awake with the Early Birds out here— | 
. | 
wide-awake to a sales story. | 
Proof again that one station—and only one station— 
reaches all of the Heart of America! 
* | 
Map offer at 6 A.M. brought replies from 90 Missouri and Kansas counties—from 14 outside states | 
and Canada. This offer was made six mornings only—at 6 A.M.—no other teasers or plugging. | 
g * a 
| You cant fool a jeweler— 
i “T"HE jewelers in Cleveland, like the other merchants 
. T in our teeming tovvn, have the real lowdown on 
The alarm at KMBC goes off i Aenge | ry er oe the That 49% rural audience tunes Colorado Pete and the Dixie local radio stations 
mes, Inds News Four, a KMBC talent feature, 
at 5:30 A.M. The Early Bird from all the world being aired to KMBC at 6:15 A. M. for ae them Pena at 6:30 [They may not know much about wattage or wave- 
Jamboree starts the day with by KMBC to all of the Heart Phil Evans and his farm and A. M. with western and hill- lengths or Hooper or Crossley . . . but they do know 
@ song and a laugh. of America. livestock market news. billy hoedowns. the answer to a question they consider pretty im 
portant: 
“Which station moves the goods the fastest? 
5 Since Cleveland retailers buy more time on WHK than 
on the other two leading stations combined —the answer 
seems to be crystal-clear 
Think about that, won't you, next time you have to 
<é pick a station in Cleveland when every radio dollar 
eo must do the work. of two 
Talent features build audi- WH K 
ences in the Heart of America. . Bi eer’ vp ; 
The Midland Minstrels and FREE & PETERS, INC. 
ay a carry on RETAILERS CHOICE IN CLEVELAND 
at ' 
Re presented by Paul H. Raymer Company 
SINCE 1928—THE BASIC CBS STATION FOR MISSOURI AND KANSAS 
vs “3 bod =P ; a ve - .s : =f : 3 i satel. n dy “~~ as 
= >: % ee : ee Pea ; a rene See, Ue ju ai YS ae : . i 
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° quir ” count executive, The McCarty Com- Formica Insulation Company, Cin- 
CHALLENGER ae to sag Fy ” Admen in the pany, Los Angeles, has taken a mili-|cinnati, is an Army sergeant, sta- 
- ~ et = ee rem Chi- | A | tary leave of absence as of June 1. SS ee a — 
org-Warner orporation, i- | FE % y ort. associa MS e H. Nichols, forn : 
ae has wes : through pur-| rmed orces potong rong te aera yplieenny oe - ag ey nn = Sa 
ra gg = "alli — Ba Ap go been commissioned a 2nd lieutenant York go gta edueted oad the 
Milwaukee, manufacturer of supes.| John Klaudiny, art director in the|!n the Field Artillery. hoa 
chargers for Diesel and gasoline | eastern division of Reynolds Metals | Lieut. Comdr. William N. Davies, Frank H. Malloy, formerly public 
engines |Company, has been inducted into|a 1927 graduate of Annapolis, and relations director of Wright Aero- 
Robert McCulloch. founder and/| ‘te Army. for the past 16 years associated with nautical Corporation, Lockland, O., 
head of the McCulloch company, | Robert Morrison, of the radio de- | International Printing Ink division | has been promoted to corporal at the 
| will continue as president and wilj| Partment of J. M. Mathes, Inc., New|of Interchemical Corporation, New Army air station, Pawling, N. Y. 
have active charge of the plant’s | York; has been commissioned an| York, has been called up for active 


operations, with present personnel | &™sign in the naval reserve. ; | Service. Since 1941 he has been 
: ie Tom Hickey, formerly assistant;sales manager of the New York) P ° 
hy vie? and location unchanged. jadvertising manager of the WNe-| branch of IPI. Appoints Brooke, Smith 
min |braska Farmer, Lincoln, Neb., has Russell G. Palmer, assistant to Brooke, Smith, French & Dor- 
To Roche, Williams been appointed a lieutenant (jg) in| L. E. Townsend, advertising man-|rance, Detroit, has been appointed 
——————— Rockwell-Barnes Company, Chi-|the naval reserve. ager of the Bank of America, San/to handle the advertising of the 
cago, converter of paper and pro-| Eugene G. Clayton, formerly copy-| Francisco, has been inducted into| Marine division of Federal - Mogul 
ducer of paper office supplies, has| writer with Kenyon & Eckhardt,|the Army. | Corporation, manufacturer of motor 


placed its account with Roche, Wil- New York, is now a lieutenant (jg) Vernon Brose, originator of the /boat propellers. Advertising for the 
is liams & Cunnyngham, Chicago.|in the Navy, training for motor tor- | company’s monthly bulletin, ““Hand- | current year will emphasize, pri- 
ALUMINUM COMPANY OF AMERICA Magazines and direct mail will be| pedo boat service. ing It to Hitler,” and former co-/|marily, services available to boat 
9 oh used. | Clarence G. Davenport, senior ac-| editor of the employe publication of |cwners after the war. 
~ at | 
| 


Aluminum Co. of America released this | 
|,000-line copy last week to 145 news- | 
papers throughout the country. V-Mail 
gets 2 boost, with a double play, since 
the letter featured carries the mes- : 
sage that war bonds are not only the eae 
safest investment we can make, but also : 
the least we can do to back our fighters. 
Ketchum, McLeod & Grove, Pittsburgh, | aS 
is the agency. - 


state can best be achieved through | 
dollars and cents ceilings and desig- 
nations of quality on each price 
ticket. 
James E, Crown, editor of the 
New Orleans States, urged the re- 
tailers to insist on greater retail 
representation on governmental 
regulatory agencies, emphasizing 
that retailers must be protected if 
the home front is not to disintegrate 
during the war and afterwards. 


Universal Camera to | 
Launch New Campaign 


With the purpose of keeping the 
public and its dealers informed of | 
the vital wartime role of its prod- 
ucts, Universal Camera Corporation, 
New York, maker of precision opti- 
cal and photographic equipment, 
will launch an extensive institu- 
tional advertising campaign in na- 
tional magazines and photographic 
business papers. 

Full and one-third page black- 
and-white insertions will break in 
July and August issues of Fortune, | 
Life, Mechanix Illustrated, Popular | 
Mechanics, Popular Science and 
Time. Also included will be camera 
magazines such as American Pho- 
tography, Home Movies, Minicam 
Photography, Popular Photography, | 
The Camera, and U. S. Camera. | 
Copy and illustrations will be geared | 
to the theme “Precision in the mak- 
ing—Precision in Action.” Grey 
Advertising Agency, New York, | 
landles the account. 


Jack Sheridan Promoted | 
Jack Sheridan, previously state 
manager for Seagram Distillers| 
Corporation, New York, has been 
promoted to the post of assistant 
manager of the eastern division. Mr. 


“gears eee MIE’LL TAKE LITTLE FROM OREGON! 
tion in 1939, will be succeeded by 


Jules Merson, manager of the Dis- 
trict of Columbia territory. 


TIMBER, FISHING, CHEMICALS, 
AGRICULTURE, LIGHT METALS, 
HYDRO-ELECTAIC POWER, NEW 
INDUSTRIAL OPPORTUNITIES 


YES, right now Oregon has all her “eggs” in the war basket. BUT... this is the Ss 
United States’ most versatile state! Our fruit and field crops, our timber stands and . 
STOCK PHOTOS lumber mills, our fish packs, our aluminum and chemical plants, our hydro-electric 
power and our new industrial opportunities—these “eggs” stay right here, hatching 
bigger payrolls when Mars gets the gate. = 


500,000 


The Oregonian —with circulation growing every month—is the only newspaper 
which influences the living and buying habits in the entire state. Here is a dynamic 
market of diverse incomes, made easier to cultivate through the area-wide influence 


of The Oregonian. 


The Great Newspaper of the West 


9 WRITE FOR INFORMATION 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
CHICAGO > 


PORTLAND, OREGON 
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June 14, 194; 


Brillo Pe to WT 


The Brillo Mfg. Company, Brook- | 
lyn, N. Y., has appointed J. Walt ter | 
Thompson Company to handle ad- 
vertising of all Brillo products in} 
the United States and Canada. 


WGCM Joins NBC 
Station WGCM, Gulfport, 


ing Company network. 


ee 
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\ 
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General and Mail Order ‘i 
A ADVERTISING r 
MERCHANDISING | 


SINCE 1926 


Ue: EDSON ROSE 


COMPANY 


a EAST OHIO STREET - CHICAG2 


Miss., | 
has joined the National Broadcast- | 


|Price Administration. 


Brand- Abolishment 
Rumor Afloat Once 
More in Capital 


Washington, D. C., June 9.—One 
of the oldest bogies in the scare- 


'closet was revived this week, the 


bogey of standardization which 
;encompasses abolition of brand 
| names. 


Like many Washington rumors, it 


/apparently originated somewhere in 


the economic maze of the Office of 
Officials of 
\the War Production Board and of 
| the Office of Civilian Requirements 


|denied categorically that any such 


/move is in the wind. 
| Agencies Deny Rumor 


According to the rumor, the 
alleged standardization order would: 
|) eliminate brand names on all 
|commodities; (2) eliminate trade- 
|'marks; (3) curtail varieties; (4) set 


149,000 people—more than the pop- 


ulation of the entire state of Nevada 


or Albany, New York—have moved 


into Cook and five 


adjoining counties 


since the last census was taken. 


The attention of the 149,000 peo- 


ple—who inhabit this great invisible 


city — is presented 
advertisers who 


paigns on 


ee 


“Toe a 


as a bonus to the 


place their cam- 


a - —— 


The Diary of an Ad Man | 


—_ 
| 


June 14 
— 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


May 31. Studying what people want, 
and telling them ways to get it, are the ad 
man’s business. In Dr. Fosdick’s recent 
book he says: “Of the three major figures 
in modern psychiatry, Freud may roughly 
be represented as saying that man wants 
most of all to be loved; Jung as saying that 
he wants most of all to feel secure; Adler 
that he wants most of all to feel signifi- 
cant.” Love, security, and significance 
sometimes flow together, and are all yields 
of the same situation. But at times the 
yearning for one will take such priority as 
to sacrifice the other two. Remember the 
flagpole sitters? 


June 1. Talked today with a man who 
is always eager to discuss some large, gen- 
eral scheme for human welfare. Yet in all 
his personal relationships he is one of the 
most selfish men I have ever known; and 
I have observed over the years that he 
never weeds his own garden. What is this 
strange paradox in the humanitarian’s 
character? Communism, which glorifies 
the proletariat, has produced some mon- 
sters of human cruelty. And I note that 
New Dealers, with all their love of the 
Common Man, display more venom toward 
those who disagree with them than do 
Democrats or Republicans. 


June 2. Started making myself a file on 
ways in which advertising has worked. All 
of us carry a series of such cases around 
in our heads, but I have long wanted to 
get mine down on paper and in orderly 
form. Took as my No. 1 case a company 
for which advertising does the complete 
selling job, getting cash orders at a profit 
direct from the printed page. My hope is 
to secure enough cases in each such classi- 
fication to lead to some general conclusions 
about the conditions under which advertis- 
ing may be expected to perform in certain 
ways. Neil Borden made the first careful 
approach of this kind to advertising knowl- 
edge, and a good one, in his case book for 
the Harvard business school. 


June 3. For more years than she would 
like to have me tell, my wife has been 
getting her “vittles” from the advertising 
business. But she has always contended 
that it couldn’t last, and that I ought to get 
into something “real.” A year ago she felt 
sure that, at last this war was going to 
prove her right, and I am afraid that the 
revival in advertising volume is a great 
disappointment to her. It is hard for lots 
of people to understand that the power of 
persuasion is a commodity that will always 


be marketable. 
. 


June 4. By and large, we get pretty well 
paid in this advertising business. In fact, 
our salary scale for talent seems excessive 
to most manufacturers. Yet, I am con- 
stantly surprised by the number of men 
among us who are eternally hard up. Ap- 
parently capacity to save has nothing to do 
with capacity to earn. A fellow who told 
me that he “couldn’t save a nickel” when 
he was getting $5,000 a year, still tells me 
he can’t on $30,000. 

e 


June 5. Picked my first sour pie cher- 
ries, and declared the summer season of- 
ficially open, calendar or no calendar. 
Brought them to the cook with a jar of my 
finest leaf lard, rendered from last fall’s 
hogs, and saved just for shortening pie 
crusts. Sometimes it seems to me that 
Nature herself conspires against my waist 
line. 

. 

June 6. Opened the last can of a pipe 
tobacco which I have been getting from 
England for many years. It came from a 
little shop on Pall Mall, just off St. James 
Street. Having customers for it all over 
the world, they had learned how to pack an 
export tin so that the tobacco kept moist 
and fresh in any climate indefinitely. I 
hear that the shop has been bombed out 
of existence. But I am betting that my 
next shipment will arrive on schedule, be- 
cause when it comes to export England 
“delivers the goods.” If we think they are 
going to let us take any foreign markets 
away from them without a struggle we can 
guess again. 


|but the run-of-mine rumor which 


up standard grades and styles; and 
(5) set up standard prices. 

The flat denials of the agencies 
which so far have studied standard- | 
ization indicate that the alleged 
standardization program is nothing 


periodically plagues business. It is| 
undoubtedly true, however, that | 
some of the “slide-rule” boys in 
OPA are thoroughly opposed to the | 
brand-name system, and feel] it! 
should be scrapped during the war | 
—and possibly permanently. 

Opposition Predicted 


Charles A. Michie, reporting the| 


standardization program for PM, 
declared that heavy opposition 
would come from manufacturers, 


newspapers, advertising agencies | 
‘and Congress. According to Mr. | 
Michie, manufacturers “will not 


want to put on the market products | 
without their brand names which} 


| are similar to those being turned 
jout by 


their competitors. They'll; 
complain that they will lose money”; | 
newspapers “which live by adver- | 


|tising will use their heaviest type 
|}to declare they'll be driven out of 
| business” 


; advertising agencies “will 
ask how they will live in a world 
where a man has nothing to adver- 
tise but his name—without a prod- 
uct to put it on’; Congress “will be 
avalanched with protests. The din 


of oratory on the Hill will be ter-| 


rific.”’ 

Standardization occupies the spot- 
light which concentration once held. 
It shows promise of being a real 
labor-saving, material-saving device 
—and one which couples the advan- 
tage of being an economic expedient 
with the avoidance of a govern- 
mental strait-jacket. 

The closest man to the standardi- 
zation picture is Howard Coonley, 
formerly with the National Asso- 
ciation of Manufacturers and now 
director of WPB’s conservation divi- 
sion. 

Speaking before the Four A’s last 
month, Mr. Coonley said: “Let me 
relieve your minds by emphasizing 
the fact that those of us who carry 
the responsibilities for the simplifi- 
cation program have no idea that all 
products should be simplified.” 

And on the question of trade- 


,marks and brand names, Mr. Coon-, critical 


manpower and materials, 
ley was equally emphatic. “While|and believes in price limitation to 
some suitable symbol may be re- restrain inflation, but these laudable 
quired to indicate that the particu- results would not be achieved unde: 
lar product (the utility or “victory” the amendment. 

model) is made in accordance with Its waist overalls, sold largely % 


|the war program, trademarks and | agricultural and war industry work- 


trade names can be continued, indi-| ers, are made of durable 10-ounce 


viduality can be maintained,” he!denim, while eight-ounce denim is 


said. the highest quality listed unde: 


Haas Attacks OPA Plan Amendment 3. “In our experienc: 


A two-fisted attack upon stand- ture of these overalls,” he said, “we 
‘ardized war models was delivered |"@ve found that 10-ounce denim 


before the Boren committee here will stand up under the hard usage 


‘recently in a statement submitted ‘ which our waist overalls are put 


by Walter A. Haas, president, Levi| 


Strauss & Co., San Francisco, who |™@npower will be saved by subst 


opposed Amendment 3 to MPR 208 | | tuting a shorter-lived garment for 2 a 


|longer-lived garment.” 
Makers Should Decide 


as an OPA-originated scheme which 
would “result in the destruction of 
existing manufacturing establish- 
ments and retail distributors and | 
harm the consumer.” 

The West Coast 
said Mr. Haas, is anxious to save'ment uses less than that allowe 


covering 80 years in the manufac- 


We do not believe that material anc 


Substituting the war model for 
| Levi’s model would not save yara- 
manufacturer, | age, he contended; the present gar- 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO - DETROIT + LOUISVILLE . LOS ANGELES 


Poid Cire Negro Pop 
Chicago Defender (Chicago) . res OS 375,000 
Chicago Defender (National Edition) o« «6 « ae 
Michigan Chronicle (Detroit) ‘ . . 22,050 193,000 
Louisville Defender (Louisville) . . 14,223 65,000 
Los Angeles Sentinel (Los Angeles) . - 12,000 100,000 
Los Angeles Sentinel (National) ... . 3,000 

180,273 733,000 


Total U. S. Negro Population 13 million. Purchasing Power over 2'+ Billion Dollars. 
GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


GO 9D PRIN TING 


ji specialists in color for over 20 years 


186 W. 4™ ST. « CHelsea 2-4048 « NEW YORK 
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= ET 
under WPB Limitation Order L-181|state commerce subcommittee in- 


yniess people are asked to ‘volun-| J. Verst of Verst Publishing Com- 
reer to wear overalls that are too! pany, Chicago, publisher of Whole- 
-mall for them.” Greatest produc-| sale Grocer News and Successful 
tion can be achieved, he maintained,| Grocer. Nobody questions the fact 
with each manufacturer—subject to| that compulsory A-B-C grade label- 
WPB limitation orders — concen-|ing would result in simplification, 
trating on the fewest models for|he said, but the cost would be too 
which he is best —e — high in comparison. 

+rouss nor any other est Coast | 

> nufacturer can produce the war, Warns Against Barrack System 


overall “without ruinous, “Our people, surely our retailers 
| he said, because of higher-| and jobbers, will literally be dead 
priced labor in West Coast facto-| pigeons if we introduce a barrack 
ries, and OPA price limitations. | system of iabeling,” he warned. The 

The amendment, Mr. Haas con-| compulsory grade labeling system, 
cluded, by completely stabilizing | he said, could be expected to call for 
merchandise “does away with pri-| thousands of government supervis- 
vate brands regardless of how many | ors, checkers and tasters; complaints 
years of “¥ - ee and of Ketel from dissatisfied customers, some of 
much eflort and money may Nave|it “purely imaginary;” complaints 
gone into building these brands, and . d € J P 


model 


loss, 


| from packers; new hoarding of ad- 
nd “no war model could save more, vestigating brand names, by Julian) vertised brands; and a new form of| 
black marketing on such brands. 


A. M. Wibel Joins 
Nash-Kelvinator 


A. M. Wibel, formerly vice-presi- 
dent and director of the Ford Motor 
Company, Detroit, has been elected 
vice-president of the Nash-Kelvi- 
nator Corporation, also of Detroit. 

Mr. Wibel has been associated 
with Ford Motor since 1912. He 
|was promoted from engineering 
iclerk to head of engineering pur- 
chases in 1927, and to director of 
|purchases and vice-president and 
|director in 1941. Since 1939 he has 
| been in direct charge of all of Ford’s 
government contracts involving 
| more than 4 billion dollars. 


Zenith Appoints Wines  §(‘Daily’ Shifts Personnel 
Harry J. Wines, for the past eight | The Daily Item, Sumter, S. C., has 
years general sales manager of the | named R. W. Beaty, formerly secre- 


New York branch, Frigidaire di-|tary-treasurer, business manager, 
vision of General Motors, has been|and J. E. McKnight, formerly news 


appointed to the sales executive editor, has been named managing 
staff of Zenith Radio Corporation, editor, succeeding H. D. Osteen, 
Chicago. He will assist in the de-| commissioned a first lieutenant in 


velopment of the company’s post- 


the Army air forces. Mrs. Francis 
war plans. 


Hildebrand succeeds Mr. McKnight 
|as news editor. 


Named National Manager| 

S. Z. Oppenheim, advertising 
manager of Scholastic Magazines, 
New York, since 1927, has been ap- 
pointed national advertising man- 


Effective, Economical Way to Reach 
OFFICIAL WASHINGTON 


We maintain a list of 1,555 selected names—Exec 


; Office of President, Cabinet, Senate, House, Adm. 
ager of Aircraft Times and Shipyard Pers nnel of 32 War Agencies, officials of SEC, 

: : a eo es ee and 11 others We will address and 
Times, Los Angeles, now known as mail your ready-to-mail circulars or envelopes to 
Southern California’s On the Job) list for only $30 plus postage. Ask about list of 


6,000 Bethesda-Chevy Chase Homes 
Journal, Bethesda, Md 


Write Bethesda 
Newspapers. 


regardless of how strong and well- 
nerited may be the public prefer- 
ence for these brands. Is this not 
another attack on the advertising 
ff branded merchandise and, there- 
fore, upon the free press which it 
supports? Does not this type of 
order threaten the American system | 
free enterprise? What benefit | 


* 


| fare: 


@.* 


: 


“ 


: a pe f. 
Bagh 


b 
t 
} 


= 


é 


. 


will the consumer derive from 
greater disruption of the nation’s 
economy than the war makes 


necessary?” 


Lawmakers’ Wives 
Ask tor Favorite 
Advertised Brands 


Chicago, June 8.— Whatever the 
OPA and some consumers may 
think of brand names, the over-| 
whelming majority of wives of U. S. | 
senators and congressmen polled by | 
Wholesale Grocer News ask for| 
favorite advertised brands when| 
puying groceries. 

Of the first 79 votes to come in, | 
the publication’s consumers research 
jepartment revealed this week, 69 
if the women said they always re- 
juest their favorite brand of mer- 
thandise; three returned “split” 
otes; and seven said they buy by | 
price or some other way (by asking 
for good quality, by naming the 
tem wanted, or by accepting what- 
ever the grocer recommends). In 
ercentages, 87.3% of the congres- 
sional women indicated that they 
for favorite brands of mer- 
‘nandise, 

Among those who appended a few 
remarks on the question were these 
legislative ladies: Mrs. A. B. Chand- 


isk 


ler—“Good quality. Likes to see 
what competitor is offering’; Mrs. 
Charles S. Dewey — “Relies on 


grocer for substitute if first choice 
s not available’; Mrs. Abe Murdock 
asks for favorite brands, “but sel- 
dom gets.” 
Earlier results of the poll were 
uutlined before the House inter- 
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CONSOLIDAT 


search for better ways of 


doing things . . . so well exemplified 
by the battlefield use of blood plasma 
. . - has long characterized every 
American activity whether in medicine, 
science or industry. 


Thus in 1935... when the high cost of 
coated paper severely restricted its use... 
Consolidated pioneered in producing and 
coating paper so economically that it could 
be sold at uncoated paper prices. 


SHATTERING | 
ALL TRADITIONS 


In 1854 Florence Nightingale shattered traditions 
and saved many lives by taking women nurses 
to the Crimean War. Now im 1943 many addi- 
tional lives are saved by the use of plasma, which 
makes possible immediate blood transfusions on 
the battlefields. 


Recently . . . in commenting on developments 
which are making the present war more humane 

. . the general in command of the marines on 
Guadalcanal mentioned first the battlefield use 
of blood plasma. 


SS 


Ep (oaled PAPERS 


AT UNCOATED PAPER PRICES 


— GONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN four Modern Mills ... All in Wisconsin 
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Consolidated Coated has several other 
qualities of special importance today !! 


For instance: the high opacity and bulk 
of Consolidated Coated Papers a/low step- 
ping down paper weight specifications without 
lowering the competitive position of 
magazines and brochures in 
either thickness or printed 
appearance. This permits war 
restrictions On paper consump- 
tion to be met with minimum 
decrease in press runs. 
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: ——— = a — a marae a : a, ———— 
‘Brownout’ of Electric Giv 1 Skillets ‘FEMALE HELP WANTED' COPY MOVES INTO BIG SPACE copy em 
. . ‘3 — = : oe share- 
Signs Held Unlikely e p | nom 
Although the War Production ae specific 
Board has been preparing a nation- f f) f W k | TOW ss exscares. wosees sos roe some oss Patersol 
wide “brownout” should such action or e ense or P “seems ov oer vo eur om 10 woe stressed 
become necessary, assurances have experi 
been given him by the WPB that} tory tee 
there will be no curtailment of elec- Plants Be Women wt. 
tric sign and display advertising A “ 
inni uly 1, Rep. Coffee of mus : ap tions 
= area agree A the reer New York, June 9.—As total war | ; ee eee a Women... this is aexpdadi iu, / grouped 
Press last week. _ continues to drain more and more) a time my & est ee SSStas seen: Rochest 
The legislator had protested to|;men into the armed forces, the i Cwmemanonner weeeeesS Wop se Progran 
Donald Nelson, WPB chief, that he| tempo of help-wanted display ad- = SS =: 3: . attempt 
was informed a nationwide “brown-|Vertising copy which has been EHEE- : RRO ag among 
out” would be instituted July 1, and developed to induce the virtually | vote now el 
that such an order would seriously | Untapped labor market of house-| LS A full-1 
effect small businesses. _wives, mothers and sweethearts to) : 5 ter Tim 
|throw away their aprons and pick| es females 
|up the manpower slack in vital} 7 Ss. : — try wi 
x weak ke wae KKK defense industries is hitting an un-| JENKINS BRO 4 SS helpful 
* * | precedented crescendo all over the | ==— =, =~ 4 is inter 
country. an aie | i -_ er bd 
* 26 successful years * - icsustaan otiammanne 4 io nation's war plants are egee page for nen he fill om of men now in - armed a. Spearheaded by te 
. . ret cl a arge space newspaper insertions, such as those pictured above, these companies are offering sugar and spice and every. ee - 
* under the editorship ° ee ee ee | thing po if cae wel just peel off their pray and roll up their sleeves fo help Uncle ttre 5 of Allies deliver a lethal piled 
Ww |American women in an_ all-out blow to the Axis. 
of Merle Thorpe... |effort to rout them from kitchens} | ane 
. *® to fill wide gaps in personnel. Frank| Western Gear Works, Seattle,; work and who have not yet been) cocktail glasses. I’m pleading with Mutu 
|G. Shattuck Company, operator of|Wash., recently in need of more|reached in classified advertising. |you to forget the comforts of you for M 
* CHOOSE THE | the Schrafft’s chain of stores, is cur-| workers to enroll in a training class| 2. Giving the exact number of home, aye and the comforts of you; 
LEADER IN rently using 1,000-line display ad-|for machine operators, used display | workers needed, thereby making | family.” ~—e- 
* vertising in New York City news-|advertising in the local Sunday |the reader feel that he or she would Salem Mahon A 1 May Be: 
* papers appealing to women to|newspapers with gratifying success,|be considered as an individual. a ae oe - 
occupy jobs as waitresses, cashiers,|explained by the following varied| 3. Using copy of particular inter-| In the May 24 issue of the Tri- onal re: 
RE ee ak” ‘office. workers, checkers, carvers, copy appeals: ‘est to women and outlining proper | bune - Republican, Meadville, Pa. = —" 
L cooks and salesgirls (AA, May 31).| 1. Slanted at women not in war | qualifications for the job. Talon, Inc., maker of slide fasteners 1942, P. 
| 4. Institutional value such as|now producing various implement: we ¥ 
illustration of an “E” award to the|of war, pressed its drive for women tor "s 
company. workers to “join the Taloneers, i 
vs 5. A clearcut presentation of} pointing out that the company has 7 i ys 
the employment plan. |essential urgent jobs for 1,000 mor of ¢ 
. | Jenkins Bros., Bridgeport, Conn.,; Americans who want to help win mee 
‘ e valve manufacturer, ran an unusual|the war. While copy generally In V 
: full-page display advertisement in| addressed every able-bodied perso; 
: . the Sunday issue of the Bridgeport|over 16 years of age, two pictures 
| Herald which aimed at recruiting) were featured of women employes A.A 
more women workers. Copy, signed|in regular working clothes. Bill 
/ an | \by Doris Nicholas, society editor of} The text makes a final bid fo 
|the paper, appealed to those with|help by urging, “Teachers, home- ov 
, ‘diamonds as well as those with| makers, students, men and wome: 
# the General Electric washboards, to get into war work.|boys and girls over 16—everybod) DA 
he largest works © tive Company Applicants were urged to write or|who can arrange his schedule fo 
. @ Home of the American Locomort telephone the society editor who|the work is badly needed. . . Is lei- 
! Company and the 4 $2 000,000 o /would make appointments for them,|sure time worth while when 
payrolls excee lors a week or to go directly to the Jenkins| might be costing a fighter’s life?” 
@ Where factory ly half a million do Bros. employment office. A full page advertisement was 
week, © gain of nearly _ The advertisement was illustrated|used in the May 26 issue of the 
ince a year 99° loyees are | with pictures of women from all| Evening News, Newark, N. J., by 
sinc ploy ‘walks of life. Miss Nicholas Wright Aeronautical Corporation 


wem 
@ Where more than a thousand ne 


launched her plea by saying, “I’m|telling ‘““‘Women ... This Is Every- 
hired each month 


begging you women to drop your|body’s War!” To further induce 
flat irons, your silver tea pots, your|what once was called the weake: 
| scrubbing boards and your cut-glass'sex to venture from their homes, 


1S A FIRST-RATE MARKET 
only "ath of the 1'/-Bllion-Dollar Market put together by Revise YOUR 


~ | AKRON 


In the Hudson Circle, where the cities are scattered and 
the conductivity only fair, it takes power to put together a MARK DATA 
1\4-billion-dollar retail market. WGY—with the region’s 


highest power (50,000 watts) and the lowest frequency (810 
kilocycles)——is the only station that can do it. 


The following figures on Akron are the latest available; use 
* them to bring your Market data up to date. 

7 Within a radius of 100 miles from Schenectady, there is YEARLY PAYROLL $324,000,000 

4 only one outlet for NBC, the most popular network, and that 
‘af is WGY. NBC’s great shows, plus the foremost local pro- MONTHLY PAYROLL $27,000,000 

oo 3 ductions, give "GY 3}, times as many listeners as the next 
- | nearest station. NUMBER EMPLOYED 127,000 
| as 
ke GREATER POPULATION 332,000 

al 


SUMMIT POPULATION 400,000 
WGY’s first listeners heard it over crystal sets 21 years ago. 


Later they were the first listeners in the world to be served A. B. J. DAILY CIRCULATION 125,277 


by a 50,000-watt station. Today, WGY is a regular listening MAY 


habit in the 1,045,700 radio homes of the Hudson Circle. A. B. J. 
8. SUN. CIRCULATION 112,325 


* Schenectady PLUS Troy, Albany, Pittsfield, Utica, 
Binghamton, Rome, Burlington, Kingston, 


Employment and Payroll figures are based on latest 
Watertown, Elmira, Amsterdam. reports of Ohio's Bureau of Unemployment Com- 7 
wo 08B 
a pensation and are for Greater Akron only. 


AKRON BEACON JOURNAL 


AKRON'S ONLY DAILY AND SUNDAY NEWSPAPER 


Represented by: Story, Brooks & Finley 


4 THE 
/ WUDSON CIRCLE \ 


| where WEY makes 


\ / 
the market / 


WG Y ( “e a - . New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta 


SCHENECTADY, NEW YORK — 
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copy emphasizes that the company’s 
share-the- ride bureau will 
them after employment and gives 
spec 


paterson, N. J. The advertisement 


help | 


fic directions on how to get to| 


stressed the need for women as' 
experimental engine testers, labora- | 
tory technicians and cafeteria work- | 


“a number 
tions in Rochester, 
grouped together 
Rochester Production for 
program, Which has 
attempted to find new 
among Rochester area women not) 
now employed in essential industry. 
4 full-page insertion in the Roches- 


N. Y., have 


of business organiza- | 


and formed the} 
Victory | 
vigorously | 
personnel | 


} 
| 


a Times-Union of May 27 entices | 


females by arguing that “war indus- 
try will need you 
pelpful guidance . . . war | 
is int terested in your good health . 
youl! work reasonable hours . 


vafeté rias, rest rooms . . . care for 
child ren of working mothers... and 
you can train for more highly 


skilled jobs.” 


Mutual Sets Record 
for May Billings 

Mutual network gross billings for 
May, 1943, totaled $1,080,797, largest 
figure ever attained by Mutual for 
the month of May. This represents 
an increase of 44.3% over May, 
1942, when the figure of $748,745 
was reported. Cumulative billings 
for 1943 total $4,802,437, compared 
with $4,669,731 for the like period 
in 1942. This represents an increase 
of 2.8% 


in MOBILE, ALA. 


on and Rates Wer 


is ALUN, OVEN isi, 0 


20NORTH 


Informali 


you'll get | 


|of all applicants; top hiring for any | 


sult, 


CAR CARD DRAWS NEW WORKERS 


WAR JOB at woroR 


GET A Lite 


’ 
40 


sow 


Hudson Motor Car Co. used this card, 
to attract record throngs of prospective 
tising is to be continued. 


- Car Cards Help 


Lure Employes to 


Hudson War Plants 


Detroit, June 9.—Convinced of the 
value of car cards in recruiting labor 
for its busy war plants, Hudson Mo- 
tor Car Company next week will re- 
place help wanted “take one” cards 
with four different appeals. 

Transitads bearing pads of 100 in- 
formation sheets on available jobs 
at Hudson were posted April 8 in 
almost 3,300 Detroit street cars and 
buses. By the end of May, the com- 
pany estimates, considerably more 
than 600,000 sheets had been taken 
by riders and replacement pads had 
been necessary on almost the entire 
run. 

Records were kept of the source 


one day was 67, with more than 200 
per week for the seven-week period. 
Hundreds were hired from outside 
Michigan, who came to Detroit stat- 
ing that they had received “take- 
one” employment slips mailed them 
by friends or relatives. Others com- 
ing to Detroit for jobs said they had 


| boarded vehicles at the railroad sta- 
tion, seen the car cards and had gone | 


straight to the Hudson plant without 
looking for places to live. As a re- 
the company set up a special 
department to render housing assist- 
ance, and this service will be fea- 


= Paes scheols. All qualifying will 
be paid while learning. Rapid promotion 
with Top Wages. 48-hour week. Overtime 
after 40 hours. Steady work. Best work: 
ing conditions. Opportunity to learn 
many skills. If you are not now employed 


HUDSON ‘oc: pa 


| We train you 


Trae orr 
Kes PME PROGUCTION nner 


apply at ence. 


| 


with accompanying information sheets, 
employes to its war plants. The adver- 


tured on the new series of cards. 
Hiring cost was termed highly satis- 
factory by Hudson officials. 

Local offices of the United States 
Employment Service and the WPB 
approved of the local transportation 
advertising campaign, as well as 
Army and Navy officers in charge of 
plant operations. Approval of ex- 
tension of the drive to other cities 
was withheld by federal employment 
officials, after Hudson had planned 
to use cards in a number of cities 
outside the state. 


‘Times’ Cuts Sunday 


Country Circulation 


Following other measures effected 
to comply with government restric- | 
tions On newsprint, as well as to 
gasoline and other supplies, the New 
York Times has reduced circulation 
of the Sunday edition to approxi- 
mately 10% in country territory, 
effective June 6. 

Previously, the Times had done 
away with returns in the territory 
lying beyond the metropolitan trad- 
ing area, thereby effecting a sub- 
stantial saving of paper. 


Butterworth Joins Ideal 

‘Rod Butterworth, recently art! 
director of all Macfadden publica- 
tions, has been appointed art direc- 
tor of Ideal Publishing Corporation, 
New York. 


‘from this practice. 


\dorsed NAB 
|the time allotted to commercial an- 
/nouncements, and opposed all cen- 


News Analysts to 


‘Shun Commercials 
|Under New Code 


New York, June 9.—A new code 
a ethics loomed on the radio horizon 
today as the Association of Radio 
|News Analysts released a 7-point 
|platform which will hereafter gov- 
ern the conduct of members on the 
air. 


The Association’s code committee, 


‘headed by H. V. Kaltenborn, empha- 


sizes that most of the provisions of 
the newly adopted code correspond 
to established broadcasting princi- 
ples, as laid down by the National 
Association of Broadcasters and lead- 
ing advertising sponsors. 

In addition to the general sections 
dealing with the integrity of the 
commentator, there are three sec- 
tions dealing specifically with adver- 
tising matters. One asserts that “‘the 
inclusion in any radio news analysis 
of commercial or institutional adver- 
tising material in the guise of news 
or personal opinion is undesirable 
from every point of view. 


Reading Commercials Taboo 


The second asserts that 


ing of commercial announcements 


|Gabriel Heatter 


(who consistently 
delivers his own commercials), Ed- 
win C. Hill, Drew Pearson and Wal- 
ter Winchell. 


CFAC to Hear Elliott 


|pany in 


“the read- | 


by radio news analysts is against the | 


best interests of broadcasting. It re- 
quires its own members to refrain 
The Association 
deplores the interruption of a news 
analysis by commercial announce- 
ments.” 

Other 
standards 


sorship of broadcasting material with 


planks in the platform en- | 
restricting | 


the exception of material requiring | 
censorship because of wartime con- 


ditions. 

The Association of 
Analysts comprises 24 commenta- 
tors. Major George Fielding Eliot 
is president, and Mr. Kaltenborn is 
vice-president. 


Radio News 


While such men as | 


Cecil Brown, John Gunther, Lowell | 
Thomas, John W. Vandercook, H. R. | 


Baukhage, Elmer 
mond Gram Swing are 
several well-known 
are notable for their 
the list. 


members, 


absence from 


Davis and Ray-| 


commentators | 


Included in this group are! 


Kenneth B. Elliott, vice-president 
of Studebaker Corporation, South 
Bend, Ind., will address the Chicago 
Federated Advertising Club at a 
luncheon meeting at the Hotel 
Sherman June 17 on the subject, 
“Holding the Bridgehead.” He is 
expected to outline the policy by 
means of which Studebaker has 
aided its dealers in maintaining 
service for automobile owners dur- 
ing the war period, as well as to 
explain the philosophy of the com- 
planning for the postwar 
era. 


Gets New Account 
West-Holliday Company has been 


appointed national representative 
of the Deseret News, Salt Lake City. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


* * THE * x 


JOURNAL - COURIER 
NEW HAVEN, CONN. 


ee — 


Today particularly, one of your primary responsibilities is to put your 
influence behind product improvement. There’s a whole nation of fighters 
and workers to be fed and kept healthy. Can a product of yours help? 

Vitamin enrichment or fortification may be the answer. And if vitamin 
A is a logical addition, you will want to get and pass along the facts about 
what we believe to be the finest vitamin A concentrate available. 

Distilled Vitamin A Esters* 


in the natural Ester form is produced by molecular distillation in high 


rs alte 
ane 


food and 


drug copy? Heres one 


sure technique 


Axiom: Improve the product and you automatically improve the copy. 


is the name. 


This concentrate of vitamin A 


Distilled Vitamin 


in heat, 


Write for our new illustrated brochure, 


advantages. 


A Concentrate 


light, 


to foods or pharmaceuticals. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patents. 


san tan ght INC 


«755 RIDGE RAAD WEST, SOCHESTER. NEW YORK — 


in the 


vacuum, a process which gives the resulting concentrate several unique 


natural Ester form is scien- 


tifically uniform in quality, high in potency, two to ten times more stable 
and air than any other commercial concentrate we have 


tested. Exceptionally bland, this vitamin A does not impart taste or odor 


“The Story of Vitamin A Esters.”’ 


Get complete information and performance data for your technical men. 
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Reorganization 
fo Clear OPA Air 


was brought into the picture. OPA 
employes talk of “slide-rule boys” 
(the Henderson group) and “ap- 
peasement boys” (the Maxon 
group). 

There seems little doubt that the 
Maxon ideas are in the ascendant, 


l pty 
|ington correspondents this week 


rte oo Me 


Vital, Belief 


Washington, D. C., June 8.—The| 
Office of Price Administration, freed | 
last week of J. Kenneth Galbraith, 
was freed this week of his suc- 
cessor, A. C. Hoffman. 

Mr. Hoffman, a long-time govern- 
ment employe, and Donald Wallace, 
a former professor at Williams Col- 
lege, were jointly named to succeed 
Galbraith as OPA deputies in 
charge of prices. 

Mr. Hoffman’s resignation is in- 
dicative of the uncertain condition 
now prevailing at OPA. The 
agency, long a target of attacks 
from Congress and industry, has 
been tremendously vitiated by the 
internal struggle, a struggle which 
was heightened when Lou R. Maxon 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 8. Dearborn St., Chicago Wab. 8655 


aggressive Detroit agency man 
probably will resign during the 
summer. His influence over Pren- 


tiss Brown is as strong as ever, but 
there is a growing feeling within 
OPA and out of ngt 
Brown’s interest in OPA is waning.|lishing Company, 


it that Prentiss 


In Difficult Spot 


In the first place, Mr. Brown was 
named to the OPA job after having 
failed to be reelected to the Senate. 
If he hoped to mend political 
fences while in OPA, as his oppon- 
ents have said, he could hardly have 
picked a job where fence-mending 
was more difficult. 


Secondly, if he had hoped to — 


close to the Administration by re- 
placing Leon Henderson, he found 
himself in a place where his prede- 
cessor’s associates considered a new 
administrator nothing short of dese- 
cration of the shrine. 

Third, it can hardly be said that 
he clung to government because he 
needed a job. It has been authori- 
tatively reported that Michigan 
businesses have offered him far 
more than his salary as price ad- 
ministrator. 

It was the conclusion of Wash- 


that (1) neither Lou Maxon nor 
Prentiss Brown will be permanent 
fixtures at OPA; and (2) OPA still 
shows no signs of being able to 
stabilize itself—therefore, eventu- 


|ally some sort of reorganization will 
but it is equally certain that the | be necessary. 


Wooton Reelected Head . 


of Business Editors 

Paul Wooton, chief of the Wash- 
ington bureau of McGraw-Hill Pub- 
was reelected 
|president, National Conference of 
|Business Paper Editors, at a meet- 
jing in Washington last week. Also 
|reelected to serve another term 
|were Charles J. Heale, Hardware 
|Age, eastern vice-president, and 
James G. Lyne, Railway Age, sec- 
retary-treasurer. Ralph E. Turner, 
Power Plant Engineering, Chicago, 
|was elected western vice-president. 
The following were elected to 
|serve on the executive committee: 
Julien Elfenbein, House Furnishing 
Review; John J. Welch, Mill Sup- 
plies; Edwin F. Cone, Metals & 
Alloys; E. C. Kreutzberg, Steel; 
Harry E. Weston, The Paper Indus- 
try and Paper World; Henry D. 
Ralph, Oil & Gas Journal; and S. R. 
Bernstein, ADVERTISING AGE. 


Huttenloch Joins Mathes 


Jane Huttenloch has been ap- 
pointed assistant art director of 
| J. M. Mathes, Inc., New York. 


He knew too much 


For fourteen years. W. R. Wills was Tokyo corre- 
spondent for CBS and editor of the anti-Axis 
paper, “Japan News Week.” Came Pearl Harbor 
and Wills was arrested, falsely charged with 
espionage, thrown into jail. He knew too much! 

When prisoners were exchanged, 
home on the Gripsholm...home to St. Louis and, 
of course, to KMOX. Now Mid-America listens 


to KMOX every morning at eight to hear Wills 


ahout the Jans! 


Wills came 


report, digest and analyze the news (sponsored 


six days a week by Ward Baking. 


Walter Thompson). 


Such service is the part of the KMOX tradi- 


tion. The KMOX news room is one 


complete in radio. The KMOX Downtown News 
Post is always a popular center for news-hungry 
St. Louisans. Pouring into the news room and to 
this News Post are the world-wide news reports " 
from CBS (which TIME calls, “the 


news gathering organization in radio” ), the com- 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS. 


through J. 


of the most 


most adult 


It’s polished, sure- 


ae a a 
COLUMBIA OWNED | 


plete services of both the major news associa- 
tions and the ‘phoned-in reports of a local staff 
of top-flight reporters. 

The way KMOX handles news is the way 


Kk MOX handles music. And drama. And comedy. 


footed, professional Kk M¢ X- 


radio, 24 hours a day. It’s what has made KMOX 
The Voice of St. Louis and of over 800.000 radio 


families throughout Mid-America. 


: The voice of 
ST. LOUIS 


50,000 watts 


"Mr. OPA’ Makes . 
Bow in Pacific 
Coast Campaign 


San Francisco, June 8.—A new 
campaign character, “Mr. OPA,” 
made his bow in eight western 
states this week via a series of ad- 
vertisements prepared for the Office 
of Price Administration by the Pa- 
cific Advertising Association. 

The campaign, one of four drawn 
up for wartime government agen- 
cies in the Pacific Coast region, was 
announced several months ago but 
was delayed because of develop- 
ments within the OPA in Washing- 
ton, D. C. As finally approved, it is 
practically in the form planned by 
the PAA’s “Advertisers for Victory” 
plans committee. Leon Livingston, 
president of the San Francisco 
agency which bears his name, heads 
the copy committee. 

The drive, embracing all media, 
was designed to increase public in- 
terest in voluntary compliance with 
the Price Control Act, in coopera- 
tion with the OPA’s western regi- 
onal office. Store owners are urged 
in the portfolio outlining the cam- 
paign to use an official emblem in 
windows, On display cards and 
wherever else possible to remind 
customers that they are complying 
with OPA price-control regulations. 

The plan will protect merchants 
from non-complying competition, 
the portfolio points out, by making 
the public increasingly aware of 
price ceilings and the necessity for 
price control. “Then the job won’t 
need an army of enforcement of- 
ficers”’ it comments. 

Mr. OPA, the identifying mark in 
the suggested advertising, is a car- 


CEILING PRICES KEEP DOLLAR 
VALUE UP — COST-OF-LIVING DOWN 


toon character, “but not a humorous 
character,’’ and was adopted to pro- 
vide an informal, friendly tone for 
the advertising. 

Outdoor and street car advertis- 
ing companies have agreed to aid 
the campaign with donated space, 
as well as radio stations. Suggested 
spot announcements are included in 
the portfolio, and mats are offered 
dealers of a series of newspaper ads 
using an “OK Mr. OPA” theme. The 
drive will embrace eight western 
states — California, Washington, 
Oregon, Nevada, Utah, Montana, 
Idaho and Arizona. 

The Pacific Advertising Associa- 
tion also is giving full support to 


ee | 


REASON-WHY Copy 


NOT SOLD 


—to the highest bidde, 


When anything becomes scarce it usually becomes expensiry 


That's because those with lots of money can sod oftes do py 
unreasonable prices in order to “outbid” others who wan 
e 

No one wants that to happen to the necessities of life—to foo4 
clothing and shelter and other things we all must have 
could easily happen now because consumer goods are scary, 
than ia normal times, and most incomes are increased 7, 
keep prices from skyrocketing, they mast be controlled 


Yet ir 


That is why our Government, through the Office of Price Admin, 
tration, has established Ceiling Prices on nearly all goods ing 
services. You'll find Ceiling Prices prominently posted in o., 
store, and we invite you to check them whenever you mak: , 
purchase. 


The O. P. A. is your friend and our friend in this battle to keep 
the cost of living dowo. That's why we say: 


We'll support you 100% 


The need for ceiling prices is explained 
in simple terms in this suggested copy 
one of a series of advertisements pre. 
pared for West Coast use by the 
Pacific Advertising Association. 


Garden Girl Will 
Broil in Summer 


Unguentine Series 


New York, June 9.—The flaming 
diving girl who for years ha 
sparked summer advertising fo: 
Norwich Pharmacal Company’s Un- 
guentine sunburn healer, is being 
extinguished by a more up to dat 
Victory Garden lass, who makes he: 
debut along with the new slogan 
“To Unburn Sunburn,” in the Jun 
issue of Ladies’ Home Journal and 
the June 14 issue of Life. 

The initial advertisement pictures 
a scantily clad girl laboring in her 
Victory Garden under a merciless 
sun. Copy declares that after she 
has been broiled to a crisp “Un- 
guentine promptly relieves the pai 
comforts you, helps you get you! 
accustomed sleep.” 

Subsequent insertions will appea 
in color in the July issues of Better 
Homes & Gardens, Romantic Story 
True Confessions, True Experiences 
True Love & Romance, True Ro- 
mances and the Woman’s Hom 


a V Home campaign launched May 
20 in the eight-state area, a con- 
certed drive to enroll millions of 
western homes under the V Home 
banner, indicating that they are 
prepared for possible air raids and 
are contributing in other ways to 
the war effort. 

Included in the portfolio of sug- 


gestions for tie-ins are newspaper 
ladvertisements, radio announce- 
|ments, 24-sheet posters and depart- 
|ment store window displays. The 
|month-long campaign is being con- 


'ducted in cooperation with the re-| 


gional office of the Office of Civilian 
| Defense. David M. Botsford, presi- 


Companion. Lawrence C. Gumbin- 
| ner Advertising Agency, New York 
|handles the account. 


Every List of 
Active Markets includes 


THE TRI -CITIES 


|dent, Botsford-Constantine & Gard- 
ner, San Francisco, heads the com- 


|mittee named for this campaign by 


| L. W. Lane, PAA president. 


| Ms 
'Luckman Elected 
President of Pepsodent 


| Charles Luckman, former execu- 
| tive vice-president, has been elected 
|president of the Pepsodent Com- 
|pany, Chicago. Henry F. Woulfe, 
|who has been general manager of 
Pepsodent, and James A. Barnett, 
former vice-president in charge of 


Marquette, who has just joined 
Pepsodent, have been elected vice- 
presidents. 

Newly-elected members of the 


board of directors are Mr. Luckman, 
Mr. Woulfe and Albert D. Lasker. 


WATER Joins Blue 


Station WATR, Waterbury, Conn., 
has become affiliated with the Blue 
Network as a basic supplementary 
station, bringing the total number 
of Blue affiliates to 156. 
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the New York office of Sherman-| 


Dil tteeerm . _* L00"w" 
San Antonio. + * * 56350 
Providence: - °°” 244,79 
Akron 223,844 
Omaha: --- ° 
-\.TRI-CITIES - - - 71,0 
| “J 210,715 
Dayton: = * 205,9¢ | 
Syracuse -- 204,424 
Oklahoma City « = 593341 
San Diego --** ” 193,694 
Worcester» °° 193.0 : 
Richmond Sana 
Smart merchandisers realize ‘his 
market is mo/ 3 separate major cities 
—Rock Island, Moline, Davenport 
(plus 8 urban communities)— Ut 


actually, a single unified city wit 
211,000 war-prosperous customers. 


| And. . 
| “salesman” in Illinois and Iowa, 


f SOOO WATTS 1270KC 


» BASIC MUTUAL NETWO 
Affiliate: Rock Island ARG 


Howard H. Wilson Co., Mat. Representativ® 


. their popular, right-at-home 
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ADVERTISING AGE 


War Meat Board ; 
Tackles Supply, 
Demand Problems 


Chicago, June 9.—While the con- 
troversy continued over the wisdom 
of price rollbacks to cut the cost of 
jiving, and the OPA was accused 
of trying to cover blunders with a 
meat industry subsidy, the newly- 
created war meat board opened its 
initial sessions here this week. Its 
job—irrespective of the arguments 
about subsidies and prices—is to 
divide the meat supply equitably 
among civilians, the armed forces 
and Lend Lease. 

The American Meat Institute, 
outspoken in its opposition to a 
meat subsidy, stated its case Satur- 
day with full six-column advertise- 
ments in more than a score of news- 
papers in major cities—with the 
copy appearing Only a few hours 
before the OPA announced in Wash- 
ington, D. C., that prices would be 
rolled back to the consumer level 
by late this month or early July. 
A butter subsidy likewise was or- 
dered, and coffee was placed high 
on the list for probable future 
action. 


Asks Chance for Board 


The AMI copy, a special rush job, 
by the agency, Leo Burnett Com- 
pany, was prepared June 3 and tele- 
graphed to the list of dailies in time 
for Saturday publication. “Give the 
war meat board a chance before 
subsidizing,” the institute headlined 
its appeal. Praising the meat board 
as a means of assuring that “our 
armed forces, our civilian and other 
allies will reap the greatest good 
from this country’s meat resources,” 
the advertisement warned that a 
meat subsidy “might easily start off 
the work of the board under a grave 
handicap.” 

“This proposed subsidy can cost 
American taxpayers hundreds of 
millions of dollars, without solving 


major wartime meat problems such 
as the black market, but if we give} 
the war meat board a chance, it 
may find an answer to these prob-| 
lems and yet save the taxpayers’ | 
money,” it added. | 


Kotal Assails Subsidy 


“The meat industry hereby goes 
on record as recommending the 
postponement of the proposed meat 
subsidy until all facts are in, all 
voices are heard, all sides are con- 
sidered and the war meat board has 
had the opportunity to weigh them 
in the ir.terests of the public good.” 

The subsidy plan was assailed as 
“the most dangerous step yet taken,” 
by John Kotal, secretary, National 
Association of Retail Meat Dealers, 
who said it was “just an expensive 
smoke screen to cover blunders 
made by the OPA.” Other criticism 
came from spokesmen for the Na- 
tional Livestock Marketing Associa- 
tion and the United Wholesale Meat 
Dealers’ Association, who said the 


that it would complicate black mar- 
ket troubles, and would cost mil- 
lions without spurring meat produc- 
tion. 


Reed Heads Board 


The board is composed of 12 
spokesmen for government and the 
industry and was set up by the War 
Food Administration, with Harry E. 
Reed, chief of the administration’s 
livestock and meats branch, as 
chairman. The board intends to get 
information weekly on_ supplies, 
through packing plants, county war 
meat committees, and state and area 
meat marketing supervisors of the 
administration. Indicating that the 
question of subsidies would not even 
be considered, Mr. Reed said that 
the board’s chief function will be to 
see that actual meat supplies meet 
demand on a week-to-week basis. 


Quaker Oats Has 
Combination Offer 
Chicago, June 8.— Quaker Oats 
Company launched a month - long 
campaign recently featuring a com- 
bination bargain offer of its Quaker 
puffed wheat and rice Sparkies. 
Termed a “Victory sale on non- 
rationed breakfasts,” full-color 950- 
line advertisements in The Ameri- 
can Weekly and Sunday rotogravure 
sections of selected newspapers will 
invite consumers to pay only half 
price for a package of one cereal 
when they purchase a package of 
the other at their grocery stores. 
Coupons carry a June 23 deadline, 
with a limit of one to a customer. 
To supplement its own sales staff 


called on Reuben H. Donnelley 
forces to help put over the cam- 
paign. 

Copy tells householders that the 
special two-package offer will “help 
you assist the nation’s food pro- 
gram by serving your family more 
foods with restored whole-grain 
values,” and the slogan “U. S. needs 
US strong” is tied in. 


De Salisbury Promoted 


Edward de Salisbury, formerly in 
NBC’s special service promotion, 
has been appointed promotion man- 
ager of Station WEAF, New York. 
Before joining NBC in 1930 as ad- 
vertising production manager, Mr. 
de Salisbury was active in the 
allied fields of graphic arts and 


McCall Names Shumway 
Circulation Manager 

Lowell Shumway has been ap- 
pointed circulation manager of the 
McCall Corporation, New York, 
publishers of McCall’s, Redbook, 
Bluebook and other magazines. 

Since 1923 Mr. Shumway has 
been subscription sales manager of 
the McCall Corporation and prior to 
that was for four years manager of 
subscription agents. 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 


with a larger staff, the company | advertising. 


415 LUCAS AVE. ST. LOUIS, MO, 


Why 


| to Write for 


(ostnopolita 


by 


program is inflationary in character, 


weet sare’ 

“TY p 

is FREE 
Eup | PREMIUM 


a\| POSTER 
- STAMPS 


Patriotic themes a 
sure-fire “hit.” 
Profitable Keeps 
Trade Marks, Slo- 
gans and Brand 
Names popular. 
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AND there are more 
than 1,000,000 Poster 
Stamp collectors. 
15,000,000 families are 
familiar with Poster 
Stamp Premiums. 
WRITE TODAY for full 
details of this amaz- 
ing media. 


MID-STATES 
GUMMED PAPER COMPANY 


2515 S. Damen Ave., Chicago, Ill. 
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Paul Gallico 


Paul Gallico is a big chunky guy with a ro- 
mantic soul and a reporter's passion for facts. 
He served for several years as a sports writer 
(and a good one too) which may account for 
his exceedingly colorful vocabulary. Like most 
newspaper men Paul Gallico dreamed of the 
day when he could give up the daily grind 
and write only fiction. Unlike most reporters, 
however, Paul made his dream come true and 
quickly made a name for himself as one of the 
most vivid short story writers in America. His 
“Hiram Holliday” series in Cosmopolitan put 
the final seal on his genuine creative ability. 
Keep an eye on the future career of Mr. P. G. 


1 Like 


Cosmorouiran is strongly bound 
up with my youthful ambitions. 
When I was a boy around New 
York, back in the years around 
1910, I used to read Cosmopolitan 
with eyes popping, and wonder 
whether I should ever be able to 
get a story in such a magazine. All 
the most famous writers, not only 
of America, but of the world, were 
represented in it. It had a match- 
less standard, and represented the 
top in its particular field. I felt 
sure I should never be able to get 
into such company, but merely 
the ambition and the desire to do 
so were thrilling and exciting. 
We grew up. Through the years 
the high standard of the magazine 
remained unchanged, and when 
at last I published a story in Cos 
mopolitan, it was a thrill T have 
never forgotten. That thrill re- 
aah mains to this day, and each time 
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I write for Cosmopolitan, it ts 
renewed. 

To be in Cosmopolitan is to 
have a kind of seal set upon a ¥ 
story. The competition to get into 
the magazine is furious. A medi 
ocre job won't do it. It doesn't 
buy names; it buys performance. 
I have been at this game a long 
time, now. I still have a little lit 
erary buck fever before beginning 
a story for Cosmopolitan, because 
I know the standards are so exact 
ing. I like this. I never want to be 
blasé about my work, and I know, 
as long as Cosmopolitan main 
tains its rousing editorial qualifi 
cations, I never will be. Iam sure 
that any young writer of today, 
reading Cosmopolitan, must have 
the same trembling fears and al 
most hopelessambition of meeting 
these qualifications that I had as a 
boy. From this, writers are born. 
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Irving Trust Launches 
‘Jabberwocky Journal’ Extended Ad Campaign 

Complete promotional kits in-| Irving Trust Company, New York, 
cluding a copy of the “Jabberwocky | has begun a new advertising cam- 
Journal” were presented to an audi-| paign which will run well into 1944, 
ence of retail and advertising ex-| using full-color, full-page insertions 
ecutives attending the party of Call- in Time every third week, with the 
ing All Girls magazine at the New| initial advertisement appearing in 
Yorker Hotel recently. |the May 31 issue. 

Sponsored by Parents’ Institute, The advertisements tell the 
New York, publisher of the maga-|story of how American commercial 
zine, the party was keyed to the! banks in general, and Irving Trust 
theme “Know the teen fads and you| Company in particular, have helped 
know their fashions,” and aimed at| to finance large and small industries 
giving the merchandisers present- | engaged in manufacturing weapons 
day fashion preferences of the na-| for and supplying food to the armed 
tion’s teen-age girls. The “Jabber-|forces. Case histories are cited 
wocky Journal,” a compilation of | pointing out how the bank has been 
the latest jive “slanguage,” is being | used 


Copywriters Get Business Papers’ 


May Advertising 
Volume Up 25% 


Chicago, June 8.—With the indus- 
trial group still leading the way, 


ness papers was 24.88% ahead of 
similar 1942 issues, with the gain 
for the first five months of the year 
up to 18.12%, according to reports 
of 148 publications compiled by 
Industrial Marketing. 

The industrial group still was out 
in front with 25.4% more business 


converting to war | year 


copy that appeals to the younger! financial arrangements. J. 
generation of femininity. | Thompson Company, New York, 
| the agency. 


Gayton to Horton-Noyes | 

John A. Gayton has joined the 
copy staff of Horton-Noyes Com- 
pany, Providence, R. I. 


BIG NEWS! 


tn the Wood Products 


is|the reports of 103 papers. 
Trade, Class Groups Gain 


Miss Snapper to Make 
Survey in England 


Annette M. Snapper, for many 
years director of consumer service 
for Pabst Brewing Company, has 
departed for England, where she 
| will make a survey of British war- 
time catering methods as exclusive 
representative for Ahrens Publica- 
tions, New York, publisher of Hotel 
|Management, Restaurant Manage- 


gain of 22.52% in display advertis- 
ing in May issues as against those 
of last year. Total for the five- 


the first five months of 1942. 


carried 23.18% more business in 


the year to date 11.07% 
the 1942 period. 


MECHANIZATION 


Today's coal market, the greatest in its history, 


THE MARKET. 


is directly tied into America's war effort as a basic industry. Two 


tons of coal are consumed in producing one ton of heavy steel. 
Each new battleship requires 36,000 tons of coal; each Liberty ship, 
4800 tons; each light tank, 32 tons; each medium tank, 56 tons; the 
metal for each 4-motor bomber, 27 tons. Coal generates 55 percent 
of all electric power—drives 4 out of every 5 railroad locomotives— 


Coal's by- 


products are the source of multitudinous items running from high 


heats 3 out of every 7 homes in the United States. 


explosives to medicinal drugs. 
COVERAGE. 


imperative that you reach the coal operators responsible for the 


In reaching the personnel of this industry it is 
production from the nation’s 3000 major mines. This represents 
about 97 percent of our total tonnage. A recent survey made by a 
national authority* shows that better than |'/2 out of every 2 key 
men read MECHANIZATION. 

ADVERTISING GROWTH. Such growth is a direct reflection of 


reader responsiveness. 


MECHANIZATION 


The Magazine of Modern Coal year is your assurance of an excellent reader audience. 
406 MUNSEY BLDG. sage should be in MECHANIZATION. 
WASHINGTON 4, D. Cc. *F ntormation upon request. 


Our consecutive, consistent growth each 


Your mes- 


ogee 
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advertising in May issues of busi-| 


| 


The trade or dealer paper group/| Coal Age 
showed unusual strength last month | 
with the 30 publications reporting a Contractors & Engineers 


| 


month period is 5.41% above that of | 


May issues this year than in those} 
of a year ago, bringing the gain for | 
ahead of | 


ADVERTISING VOLUME FOR MAY ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


Unless otherwise 


in a consulting capacity by | in May issues than in those of @| Bakers’ Helper (e.0.w.)...... 


Fifteen papers in the class group) Electrical World (w)........ 


a 


14, 1943 june 14 
— 


noted, all publications | Page 
are monthlies and have standard 7x10-inch | 1943 Tr 
type page. The following figures must not | Petroleum Engineer ......... $150 6 
be quoted or reproduced without permis-| Petroleum Refiner ........... 165 ; e 
| sion. ee Oe NS eek cis ka sk ene *O4 > 
Pages | PD dea Be ee, ee sess ik 242 +: 
Industrial Group 1943 1942 | Power Plant Engineering... . 122 i7 
"Saar 366 230 | Practical Builder (10%x15).. = $19 ; 
Air Conditioning and Refrig- <P Keeese shes 46 19 I 
eration (News) (w) (l1L%x Product Engineering ........ 264 it] 
WB) reesgscs csowievecseses |t25 21) Products Finshing (4%x6%.). 36 33 
American Aviation (bi-w) rrr 217 9 B s 
(BYX11) 0. nee eeessecense 85 50 | Railway Age (w)..... ree $\\t398 19 U 
American Builder & Building Railway Purchases & Stores. . 82 tx . 
rn aD. ssuledketes hie dase oo 63 72 oo Tt SOEs ansnecwecdes 53 rT Driv 
The American City........... 67 $8 Rock Products .....2..0.... 56 ; 
American Machinist (bi-w).. 554 422 | Southern Power & Industry. . 103 . Wa 
Architectural Forum ........ 106 103 LR Eee er \t450 32] 
Architectural Record ........ 70 pg oo eS err 15 It 
Automotive & Aviation Indus- | ‘Telephone OG secceses 34 33 New 
tres (Di-w) 2... cesceee 215 187 | Telephony (w) ............. $*1T106 § tho» phase it 
BI has skank eb srone tes ce 322 179 f BORtENe WOES cis cccccccasves 115 113 i pa 
80 OO | TIMROPTNBR. ov ic cece sscsccce. 54 15 ness 
a| Brick & Clay Record........ *22 *26| Tool & Die Journal (4%x742) 162 83 the tral 
Bus Transportation ......... 98 ie. &  — sare 171 132 eras of ' 
S| ere, \t79 §$*t74| Water Works Engineering all 
SE OE ot TE *37 *32 | RE eg ors a bess cg 16 19 servers 
Chemical & Engineering News 64 42 | Water Works & Sewerage... $1 33 turers, t 
Chemical Industries ......... 81 65 | Welding Engineer .......... 57 31 lready 
Chemical & Metallurgical En- Western Construction News. . 83 6 sar 
" Rese 
TERR ae 281 230 | Wood Worker .............- 48 0 yf pl a 
Civil Engineering ........... 26 30 | Woodworking Digest (4%x researc 
es Oe ok RS eae 117 TOl; CUE) a ccecscdisdecsricesern  “C 64 mat ca 
Construction Digest (bi-w)... 68 56 - applic at 
Construction Methods (8%x12) 99 6 ME Bis eon eu 6 ba eee be 0s 13,401 = 10.487 product: 
One r 
Monthly (9%x14) ......... 37 283 \ Trade Grou . 
0 eee eee 120 100 American, Artioan a ee 45 is dust ial 
Diesel Progress (S'eXx1l Vesnes 61 #3 | American Druggist ...... 106 69 are lean 
Electric Light & Power...... 165 62 | American Exporter ......... 182 110 advertis 
Electrical Contracting ....... 91 86 | Boot & Shoe Recorder (w)... 92 13 proved 
Electrical South ............ 35 24 | Building Supply News ..... 15 ‘x 
ES) OL aaa 52 38 | Chain Store Age until th 
| lectroni oad i = Administration Edition some 1n 
OEE bp eecOGesceecoccce “17 *70 | Combination ............ 9 ’ we 
Engineering & Mining Journal 95 89! Druggist ‘ Si pepeaamt 54 : already 
Engineering News-Record (w) *294 “231 | Fountain Restaurant ...... 7 . nanufa 
Factory Manageme nt & | General Merchandise —Va- duction 
_ Maintenance ee yee 2K 213 riety Store Edition.... 56 7 setting 
Fire Engineering ........... 31 25) Grocery Editions ......... 64 él y apa 
| Food Industries 115 82 | Commercial Car Journal..... 119 «9 they ne 
| paeneny coe eeecees = 160 | Domestic Engineering ....... 76 if on a lal 
|GPAS wee e creer eee eecrenvens 4 45 | Electrical Merchandising (9x make ¢ 
| Gas Age (bi-w)............. "150 Sat... *39 9) — . 
Heating, Piping & Air Condi __| Farm Implement News (bi-w) — [69 52 Mant 
Ph a pn sreseges} sts. o4 Te | COOPON COED cincvzeseness 39 $58 ed war 
eating & Ventilating....... 50 ee Pri e 11 12 eilve 
Industrial & Engineering Hardware Age (bi-w)........ 138 ” Cos d 
Chemistry (two editions) 140 107 | Jewelers’ Circular—-Keystone. — 108 ' to keer 
ora A (4%x6%) 50 tl | Men's Apparel Reporter (9x necessa 
| Industry anc . . eee 127 SS 11%) iessaededece sdba 73 7 hnicines 
wer ghd and Welding (4%x Motor ...... : 93 rn ee 
be paneer eenenresetesesens 43 38 Motor Age ...... ane : 60 ’ ne . 
———~ Internacional Con NJ (National Jeweler) (5%x { imp 
struccion enter eee ee eens 56 37 , eae rrr yr err 140 106 a at 
Ingenieria Internacional In Office Appliances (6-5/6x10). OR on Me . P 
ep i TT ee ee ee 90 55 | Plumbing & Heating Journal. 21 23 duudin 
Iron Age (W)......... natuisss 632 505 | Sheet Metal Worker......... Th 7 ness, d 
Laundry Age (two editions) . *53 “41 | Southern Automotive Journal 54 nD nanufé 
Machine Design ER PE AP 172 113 | Southern Hardware ......... 52 Ww aint aa 
Machine lool Blue Book (4%x ; . Sporting Goods Dealer. ng 15 0 iny ; ev 
) eee 330 263 nderwear & Hosiery Review a7 6 start In 
ey be Sab bans pistes. 320 262 | Wholesaler’s Salesman ...... 77 6 they hi 
Manufacturers Record ...... 38 "38 7 
| Marine Engineering & Ship Total ...... 2.089 1.705 r 
. errr +“? 287 160 
Mechanical Engineering. 73 53 | « . It is 
Mechanization (4}§x7))) 69 56 Cspae, Soop > (w) (10%X15) 153 41 turers 
Metal Finshing 39 +9 w+ tans Fe ony ~ = — 
4 cgmemenere r+ American Funeral Director. . 53 t36 ontré 
Metal Progress .... 133 68 | Aenaste: vbr ntra¢ 
: American Restaurant 44 Bs 3 
Metals and Alloys. 149 108] and W........ wile 18 39 war pl 
Mill & Factory... 287 236 | Hospital Management 15 37 able fe 
SEE 6 cdc as ined se $248 $220 ae “ 
| aaaet : =. | Hotel Management ‘ 41 3s sees fil 
| Mining & Metallurgy..... 24 $78 4 arketi ; : 
Mode iachiee tn sis Industrial Marketing ..... , nt) 7 ay) 
. rire MACHINE SHOP (#'2% 997 oeq | Medical Economics (4%4x6%) 87 79 Will pl 
| th Mle” * LEX SES cores 337 273 | Modern Beauty Shop. ‘ 53 i some | 
Modern Packaging . $*63 $*62 . ie, ‘ ‘ 

Stare . , Modern Hospital 134 109 supply 
hg |. re Os 59 | Nation's School 85 ) upps} 
National Carbonator & Bot Pe ge! Bee aa 14 mal 

tie ; ; 7 Oral Hygiene (4/,x7fy)..... 117 119 ‘ 
ln stio ah peiccheeen Mawe (uh + ro Restaurant Management ..... 82 af pends 
Ny ere Pr oe posse “e) (w * 56 | School Management (9%x11%) 12 5 of our 
| oa iona 1 rovisioner w).... 3100 T95 Trafic World (w)... ta9 
, - Pencil A. =e (idctberei 48 60 i met, a 
Oil & Gas Journal (w)......$8*)318 $*241 Tots 437 fers 
kL 9 Re "141 retn —_ « = 
Paper Industry & Paper he di 
World Secuesauescs ‘oe 69 73| §Includes special issue. “Includes classi velop. 
h. ® © eee tee 173 | fled advertising. Last issue estimated In 
| Paper Trade Journal (w).... *|105 $*°122 | tFive issues. *Three issues. g 
ram 
been 
s 4 either 
Hillman Donates $5,000 Ray-Hirsch Expands “ye 
. . . . . ©) 
| Hillman Periodicals, New York, Ray-Hirsch Company, New York, geste 
9 | = ; gested 
|has contributed $5,000 to the Uni-|has leased additional space in the proble 
versity of Chicago to establish and| Emigrant Bank building, 7 E. 42nd be me 
/maintain a fellowship for the study |St., to facilitate the handling of turers 
|of government in business. ‘increased business. and e 
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$79 to $85 a month to place a 
factual advertisement for your 
product before more than 52,- 
000 active plant operating men 
in the larger plants in all indus- 
tries .. . when and where they 


PRODUCT INFORMATION IS |= 
MORE VITAL NOW THAN EVER |- 


i 


now look for their current oper- re 

ating requirements. Details? igual 

Write for “The TIEN PLAN.” = 

wos] INDUSTRIAL EQUIPMENT NEWS |= 
=<: | Thomas Publishing Co., 461 8th Ave.,New York, N.Y. | Fee 
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Opportunity for 
New and Improved 
Products Seen 


Business Paper 
Drives will Bridge 
War-Peace Gap 


New York, June 10.—The next 
phase in the development of busi- 
ness paper advertising will bridge 
the transition period between the 
eras of war and peace, informed ob- 
servers believe. For many manufac- 
turers, they say, postwar planning is 
already becoming effective in terms 
{ presenting the results of war 
research and production and the 
application of new and improved 
products. 

One reason why experts in the in- 
dustrial and trade advertising fields 
are leaning toward the idea that the 
advertising and promotion of im- 
proved products will not be delayed 
until the last shot is fired is that in 
some industrial fields war work has 
already begun to taper off. While 
nanufacturers with increased pro- 
duction capacity may have difficulty | 
getting the materials and manpower | 
they need to turn out new products | 
on a large scale, they may be able to | 
make a start in this direction. | 

Manufacturers who have complet- | 
ed war contracts and have not re- | 
ceived additional awards sufficient | 
to keep their equipment busy must | 
necessarily look around for non-war | 
business, it is pointed out. Hence 
their experience in the development | 
ff improved products or processes 
will give them a big advantage in | 
building immediate or postwar busi- | 
ness, depending on their ability to| 
nanufacture these goods now. In| 
iny event they will make a good 
start in winning acceptance for what | 
they have to offer. 


Civilian Goods Possible 


It is true, of course, that manufac- | 
turers who through cutbacks of war 
ontracts may be less active in direct | 
war production will still be avail-| 
ible for whatever jobs Uncle Sam | 
sees fit to assign to them, but there | 
will probably be many cases where 
some capacity will be available for | 
supplying industry or civilian needs | 
nm a non-military basis. It all de- 
pends on just how the requirements 
of our armed forces and allies are 
met, and how speedily the fortunes 
f war, now swinging rapidly in 
the direction of allied victory, de- 
velop. 

In discussing the probable pro- 
gram of manufacturers who have 
been immersed in war contracts, 
either as prime or subcontractors, 
an executive close to the field sug- 
gested to ADVERTISING AGE that the 
problem of obsolescence will have to 
be met soon even by those manufac- 
turers who have been operating new 
and efficient plants for war produc- 
tion 

“In the postwar period,” he point- 
ed out, “competition for business will | 
be severe. Manufacturers of both | 
industrial and consumer goods must | 
be able to obtain low-cost produc- | 
tion, and that means the use of the | 
best and most efficient machinery it | 
's possible to install. To win and 
hold markets against the kind of | 


for figures showing that the | 
TOOL & DIE JOURNAL pub- 
lishes a far higher ratio of 
editorial pages than any 

other magazine in its field. 
Address: 2462 Fairmount 

Bivd., Cleveland, Ohio. 


THE MAGAZINE 
THAT GETS RESULTS 


| 


competition every manufacturer | 
must expect, it will be necessary to | 


= : _— _—_ 
and others in the near future. They |sufficiently developed to produce| Merkin Takes WEAF 


will need to let industry know what 


|volume sales when these are needed 


scrap inefficient equipment, includ- 'they have to offer, especially from |to maintain production and employ- 


ing some which aided in turning out | 
the record-breaking production re- | 
corded by American industry during 
the first eighteen months of the war. 


Cites Tool Industry 


“Take the machine tool industry, 
for example. These manufacturers 
have done a magnificent job in turn- 
ing out the master tools for war pro- 
duction on an unprecedented : scale. 
While still at peak levels, this pro- 
duction is due for a gradual decline, 
as the backlog of orders is reduced. | 

“As the machine tool industry | 
moves into a period of reduced vol- | 
ume, the leaders in this field can be 
counted on to develop new and im- 


proved products, which will be| 
available both for war industries | 


the standpoint of giving manufac- 
turers the opportunity to insure low- 
cost production when the competi- 
tive era returns after the war is 
over.” 

Already some manufacturers 
whose war business has declined are 
using business papers on a large 
scale as a means of introducing new 
and improved products. In some 
cases these products are already 
available; in others markets are be- 
ing conditioned for direct sales work 
to follow as soon as production facii- 
ities are available. 
however, manufacturers realize that 
merely having new materials and 
equipment to offer is not enough; 
they will have to win acceptance 
for them in order to have markets 


In every case, 


|/ment. 

| In the meantime, over-all war pro- 
duction will no doubt remain at very 
high levels, as industry concentrates 
'on the job of producing the specific 
|munitions and equipment needed by 
the fighting men of America and its 
lallies. More and more, however, 


'there will be opportunities both to | 


| 


\develop and to promote new and im- | 
|proved products made possible by | 


| tremendous activities throughout in- | 


‘dustry as a result of the war. 


Camp Appoints Tarcher 


S. H. Camp & Co., New York, 
manufacturer of scientific supports, 


has appointed J. D. Tarcher & Co. 


| 


»| comprising 


New York, to direct its advertising. | journa 


Making its debut as a radio ad- 
vertiser, M. J. Merkin Paint Com- 
pany, New York, has signed for 26 
weekly 15-minute news programs 


jon WEAF, featuring Rad Hall as 


commentator. Effective June 5, the 
program is heard Saturdays from 
8:30 to 8:45 a. m., EWT. Humbert 
& Jones, New York, handles the 
account. 


Reach 6,000 Homes in 
SUBURBAN WASHINGTON 


We maintain list of 6,000 selected homes in 
Bethesda-Chevy Chase section of suburban Wash- 
ington, D. C 
mail circulars 
per M plus 


Will address and mail your ready-to- 
or envelopes to list for only $7.50 
of 1,855 
Bethesda 


postage 
Official 
Bethesda, 


Also ask about list 
Washington Write 
Md 


to be picked off the 


top of the Nation's barrel. 


U. S. MARINES... Give 'em Odds and Win 


“Leatherneck” they call him—leather tough in lungs, nerves, muscles. 
Smart and lightning quick, too—facing odds boldly—like a middleweight 
taking the measure of a giant in the ring. 


Always first to see action, your Marine effects a landing with all hell blaz- 
ing in his teeth. Breaches the unbreachable to clean out batteries . . . scales 
the unscalable to mop up guerrillas. No wonder the American Marine has 


Printers pick SPRINGHILL TAG because it is a 100% bleached sulphate surface- 
sized paper that can everlastingly take it—printed, typed, or written— for index 
) dividers, tags, charts, schedule cards. 


INTERNATIONAL PAPER COMPAN 


220 East 42nd Street @ New York, N.Y. 
PAPERS FOR PRINTING AND CONVERTING 
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Postwar 


Being Realistic About Postwar 
Air Transportation 

With all the conjecture about the 
influence of the airplane in postwar 


world developments, the words of 


caution in the June issue of Aviaiion 
by its editor, Leslie E. Neville, are 


significant. Whether America has a 


vital aviation industry after the 
war, he says, will depend upon the 
solution of problems in interna- 
tional relations. 


BURTON 


BROWNE 


_ "No Burton Browne client 
Ras a competito® with 
% better advertising” — 


& 


etek ves 


¥ 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


Planning 


In the prewar decade, Mr. Neville 
points out, it was the export mar- 
ket that kept this country’s airplane 
manufacturing industry alive. But 
| this export demand was created by 
a world preparing for war and un- 
less a satisfactory substitute for this 
armament race is found, the whole 
future of the manufacturing indus- 
try will be threatened and no arti- 
ficial stimulus will suffice for long, 
| he declares. 
| “Until there is a definite air pol- 
icy for this nation,” he continues, 
“coordinated with the other United 
| Nations, neither our manufacturing 
|nor our operating industries can 
move forward toward specific objec- 
tives. But there are a few things 
that can be done by the industries 
immediately. 

“Let’s start by being realistic 
about domestic transport expansion. 
If we carried all the first class mail 
and a substantial share of the first 
| class passengers by air it would not 
|require as many additional planes 
| as some wishful thinkers believe. 
|Certainly this equipment would ab- 
sorb only an infinitesimal percent- 
age of existing productive capacity. 
| “The most fertile field for use of 


additional airplanes would be air 
freight. But it is a long way from 
80c to 15c per ton-mile. The re- 
duction of operating cost is there- 
fore a primary problem for design- 
ers and operators alike. In countries 
where ground transportation is not 
as highly developed as it is here, 
this factor is less important, but if 
we are to have our full share of the 
commercial export market, we must 
continue to manufacture the best 
and most efficient planes in the 
world. 

“If our postwar air policies are 
sound, there will be a substantial 
increase in the need for very large 
aircraft required for international 
services. At the other extreme in 
size is the small feeder line ship, 
and here the field should be fertile 
in number of units produced. 

“But all of this added together 
will not equal in value the equip- 
ment required for preservation of 
our national security and for keep- 
ing habitual aggressors under con- 
trol. The public demand for post- 
war policing is high at the moment 
and will continue to be for some 
little time. Now is the time for our 
strategists to lay firm foundations 
for our future security. If they 
await our return to peace and soft- 
ness, it may be too late.” 

* * * 


Gerald E. Stedman, for many 
years prominent in the advertising 
and agency fields and now devot- 
ing all his time to writing for busi- 


Why Northern California\\ farmers 


ness papers, is headquartering in 
Chattanooga, where he is making 
a study of postwar opportunities 
in the South and postwar prepara- 
tions being made there. He is also 
collaborating on a book with Louis 
Ruthenburg, president, Servel, Inc., 
and John A. Ritchie, president, Fifth 
Avenue Coach Company, which will 
outline a program for world trade 
after the war. 

a ue au 
Workers of Mullins Mfg. Corpora- 
tion, Warren, O., are told through 
the pages of “The Mullins Press,” 
employe publication, that “your job 
after the war is the chief concern of 
the YPS-Mullins merchandising de- 
partment. These men have been. 
directed by our president to study 
market and product development in 
an effort to assure a steady volume 
of output from all Mullins plants 
with the ending of war, when a na- 
tional sales activity is resumed.” 
The personnel of the planning panel, 
which is pictured, covers all of the 
continental United States and ex- 
port sales of peacetime products 
carrying the company’s brand name. 
In discussing the company’s out- 
look in the postwar period, the pub- 
lication points out that while there 
is evidence on every hand where 
other materials are replacing 
pressed steel, there are also as many 
cases where pressed steel is replac- 
ing other materials because of im- 
proved processing. The company 
has been instrumental in the organ- 
ization of a national association of 
pressed metal manufacturers which 
will work toward the growth of the 
industry. 

ne us He 
Postwar planning, says A. H. Sy- 
pher in the June Nation’s Business, | 
has not included a solution of the 
surplus machinery and_e supplies) 
problem which he says will be the| 
country’s No. 2 headache when the | 
war ends. Disposition of war con- 
tracts, he has previously said, will 
be the No. 1 problem when the 
shooting stops. 

a co or 


World consumption of natural and | 
synthetic rubber after the war may | 
be twice as much as ever consumed 
in the biggest years up to now, ac-| 
cording to John L. Collyer, presi-| 
dent, B. F. Goodrich Company. His | 
prediction is based on the outlook | 
for low-cost rubber after the war, 
The long range marketing possi-| 
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IN THE NEWS — 


Turbo-superchargers.. 


Sor results see page one 


ANY FRONT, tater Thee the eit of » teeter 
oe baad sho oremeg tome devhighe am ceitaghe br 


THINGS TO nememeen, 


ba ee me ee 


ie ential ne : 


See the front page—any day—for news 

of G-E turbo-superchargers in sky battles, 

General Electric Co. suggests in this 

large-space newspaper copy recently 
placed in major cities. 


proving both the capacity and abil- 
ity during the present war produc- 
tion emergency, and 

2. To bend every effort toward 
bringing new industries to Sacra- 
mento. 

Food processing, transportation. 
lumber, mining, aviation, and plas- 
tics are discussed as among the in- 
dustries in the area providing ex- 
ceptional opportunities for further 
development. 


Shoe Companies Call 


for No. 17 Coupons in Ads 


Reminding the public that “your 
No. 17 shoe coupon will be just 
another scrap of paper after June 
15,” ten of New York’s largest shoe 
chains participated in a _ 600-line 
advertisement in the New York Sun 
last week urging readers to “cash 
them in” before the deadline ex- 
pires. Bold face type carried the 
signature “New York Merchants,” 
followed by individual signatures of 
the ten participants. 


Hard-working farmers pause, 
each weekday morning, to listen to 
KPO's fastest growing program— 
Farmer's Digest. 


For five months Farmer's Digest has 
been building a loyal following in 
rural California. Tailored to the 
farmer's needs, Farmer's Digest 
brings up-to-the-second World 
News, Farm News, Market News, 
Interviews, Entertainment. 


Edited like a well-run farm paper 
Farmer's Digest covers all phases of 
rural living; reaches the whole farm 
family. Little wonder Farmer's 
Digest is acclaimed by rural listen- 


REPRESENTED BY NBC SPOT SALES OFFICES 
New York « Chicege «+ Son Francisco + Boston 
Clevelend « Denver « Washington 


ers throughout Northern California 
—this is their program; the only 
one of its kind in the west. 


NOW-— after months of testing— 
Farmer's Digest is available for 
sponsorship. Plan is to sell daily 
features on the program. For ex- 
ample, a five-minute farm feature 
with opening and closing commer- 
cial costs only $24! If you want to 


reach the farm families—in the 
wealthiest farm area in the United 
States—ask any NBC-KPO repre- 
sentative to give you the facts 
about Farmer's Digest. 


Get the facts...and youll be on 


FARMER'S DIGEST 
NATIONAL BROADCASTING COMPANY « RADIO CITY « SAN FRANCISCO 


« Hellywood 


bilities for rubber loom large, he| similar co . . : 7 
; Mages rig py appeared in the 
says, in view of the fact that the|-Tampa Morning Tribune, sponsored 
prewar consumption per capita was | by 19 retail shoe merchants of 
but three - one - hundredths of a) Tampa. “Do you still have a No. 
pound in China and three-tenths of | 17 coupon? If you do, get the shoes 
a pound in Russia, compared to 10| you are entitled to and get them 


| Pounds per person in this country.) now!” headed the full six-column 


oe | advertisement. 
The Sacramento Chamber of) 


Commerce has launched a drive to . 
establish a postwar fund with which, | Mellick Named Ad Head 
to promote the area’s welfare after Carlton Mellick, formerly with 
the war. In a booklet which de-| Miehle Printing Press & Mfg. Com- 
scribes the industries of the district) pany, Chicago, has been appointed 
and their future possibilities, the|sales and advertising manager of 
proposed program is divided into|the Fred Goat Company, Brooklyn. 
two parts: Mr. Mellick served in Washington 
1. To expand and develop ex-|as special WPB representative for 


isting local industries which are! the tin conservation division. 
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Using MacRAE’S now — 
insures against tomorrow's 
hazards. This year’s 
MacRae’s Blue Book will still be 
an effective advertising medium in 
the battle of business FIVE YEARS 
HENCE. 


For Advertising Rates Write 


MacRaesibluebool 
A DIRECTORY OF AMERICAN INDUSTRY 


Used Continually in 55,000 Buying Offices 


18 E. HURON STREET + CHICAGO 
OFFICES IN PRINCIPAL CITIES 


“* Clory wa 


June 14, 
— 


Yerg 
Posty 
to Mi 


Washir 
keting | 
from ma 
vital wal 
chief of 
War Pro 
week. 

He det 
involving 
channels 
tion, sel 
chandisil 
issue of 
Reed, a 
America 
says An 
seeing Ir 
point for 
ume of 
capable | 

Pointil 
meet the 
panded 
war, Dr. 
iffecting 
rate; inc 
but smal 
but sw 
proporti 
nereasil 
workers 
if back 

This 
believes, 
search, | 
should | 
f large 
itive re 
elieves 
might b 


Anoth 
ped by 
ff infor 
xy war 
military 
many al 
nish fac 
man’s fF 

The jf 
ered rat 
who bef 
he wa 
Census 
with sé 
Adverti 
nvestm 
ind co 
sional s 

Some 
do desy 
tiser ca 
mands, 

(1) ] 
agemen 

(2) } 
lutionar 

(3) | 
ing pric 

(4) I 

($) J 
new or 
onvers 

(6) 
dices a 
listribu 
rganiz, 

(7) Jf 
lor the 


—_ - 


i i: ADVERTISING AGE a 
Ms ee - — eee ere — _ ———— . — NEE 
h =| See? 
| ——— —— : 
ae tee — aa 
cise qs hap as +4 
a be _ a, 
. = GENERALG@PELECTRIC 
a 
iw f 1 h | 
; knock off work ty or '/2 hour 
a Eg | 
‘ 15 
— every weekday morning at (+) 6 | 
ey | 
* \ Bx. ‘3 2% a , sae ae i ps’ oe oe 
1 (\ 2) nae  < MR on : 
‘e oe hoa 1 By “a 
— “aCRaeis D 
a ae 7" aS : 
“eae . "totes: BL. 
be di gaee. ' ' 5 cE °° Guid, GEN 
= sti my = Ww 5 W, . 04 a GE 
ba 2 )3 ; 
ees ; www yeida 
1 : | | a ' 
‘a 2 : oa ; 
P eee KPO lf 
QS ee er me ee EL, ee Se WEES ec see ak Meet BRO ME, Pre # Rey 
: “i > % a POET eas Oa Ae eas Teac SAG Z A aes =, eee og , Se Mi es “4 ye UE ee at rg, on TE 4 a - 


Postwar Challenge ...263,820 REQUESTS! 
o Marketing 


ch —#eGRANDOLEOPRY [i 


keting research as distinguished 


from market research now fulfills a ae _ 

vital wartime need, Vergil D. Reed, i | | 
chief of the general statistics staff, ; | 

War Production Board, declared last es : ae 
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week. 

He defined marketing research as 
involving not only markets but 
channels and methods of distribu- 
tion, selling advertising and mer- 
chandising. Writing in the June 
sue of Domestic Commerce, Dr. 
Reed, a former president of the 
American Marketing Association, 
says America faces the danger of 
seeing marketing become the choke 
point for the greatly increased vol- 
yume of goods our factories will be 
capable of producing. 

Pointing out that marketing must 
meet the challenge of a greatly ex- 
panded productive plant after the 
war, Dr. Reed pointed out some basic 
affecting factors: Declining birth 
rate; increasing number of families 
but smaller families; declining cities 
but swelling suburbs; increasing 
proportion of women in labor forces, 
nereasing output of individual 
workers; and postwar development 
ff backward and devastated areas. 

This shifting picture, Dr. Reed 
believes, calls for high quality re- 
search, but he insists that research 
should not be considered the tool 
ff large companies alone. Cooper- 
itive research is a possibility, he 
elieves, and trade associations 
might be a good starting place. 


Gold Mine of Data 


Another interesting fact devel- 
ped by Dr. Reed is the gold mine 
f information now being compiled 
xy war agencies. Now its data is a 
military secret but after the war 
many an agency will be able to fur- 
nish facts to delight the marketing 
man’s heart. 

The place of advertising is cov- 
ered rather thoroughly by Dr. Reed, 
who before coming into government 
he was assistant director of the 
Census before joining WPB) was 
with several advertising agencies. 
Advertising, he says, is a long-term 
nvestment; therefore consistency 
ind continuity rank above occa- 
sional splurges in large space. 
Some of the jobs advertising can 
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jo despite the fact that an adver- — ee 4 _ 5 
tiser cannot meet his civilian de- . a a (ee  caeeeen hig Wh ovsiy Pre of pg My meee, te te > 
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(1) Establish character of man- 
agement in public mind; 

(2) Protect company from revo- 
lutionary competitor tactics; 

(3) Retain user interest increas- 
ing pride of ownership; 

(4) Establish good will values; 
(5) Assure ready acceptance of 
new or improved products after re- 
onversion to peacetime production. 
(6) Overcome consumer preju- 
dices and gossip. Hold and help 
listributors maintain and build up 
rganization morale, and 


(7) Assist user to get best service | 
for the duration out of your product. WA 


HARRY L. STONE, Gen’l Mgr. NASHVILLE, TENNESSEE 


OWNED AND OPERATED BY 


THE NATIONAL LIFE AND ACCIDENT INSURANCE COMPANY, INC. — 
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MARCH oF TIME 
“‘Photographs” in Everything But Cost 


NATIONAL REPRESENTATIVES. EDWARD PETRY & CO., INC. 


by the Editors 


The foremost radio sponsors use VITAPRINTS as “‘give-aways”’ 
or premiums for sales promotion or as a check on listener interest 


The radio public wants pictures 
The Vitaprint Process Corp. 2336 So. Wabash Ave., Chicago 
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the future effect may be on the con: 
struction, distribution and selling 


This publication asserts: 


practices of the building prinaiss! 


“The industry, prefabricated 
housing, still has to establish itself 
|in normal building; it has to solve 
the extremely intricate problem of | 
distribution; it will certainly go| 
‘through some exhausting battles 
| with the labor unions; it will bump 
|against a host of local 
codes. In traveling this tough road 
none but the strong will survive, 
| but there will be survivors who will | 
|not only fill some gaps in normal | 
| building requirements but will com-| 
|pete for housing of the lowest in- 
come class.” 


Optimistic Over Parts | 
While American Builder surveys | 


——3¥ . a” ia | prefabricated housing as a_ pack- 
ae i If today you |aged product with a slightly jaun- 
te hand picked |diced eye, it hails the manufacture 


your postwar prospects in 
the metalworking market, 
practically all of them would 
be plants employing over 50. 
Why Because these are the 
plants with buying power 
large enough to justify your 
sales efforts. ***Nice part 
about it is STEEL reaches 


/of component prefabricated parts| 
}such as floors, window sash, side 
isections and ceilings as a_ highly 
|practical and _ profitable business | 
after the war. 

A distinction is drawn between | 
regional prefabrication, in which a| 
| house is turned off an assembly line | 


and loaded onto a truck and carted | + 
to a site within a limited trade area, | ; 


and national prefabrication, under 
which a few large firms, or a com- 
bination of firms operate on a na- 


building | ; 
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» ' ‘ing units will be required annually, | dealers establishing “home depart-| announce a two-week showing o; homes 
for ten years or longer after the|ment stores” and providing a com- the Homasote colonial home. units, 
~@ ate a es on OSs ar war, if this country is to meet its| plete service for the prospective and Bror Dahlberg, president of Celo- ground 
housing needs. He claims that most| present home owner, including real tex Corporation, looks to the hous. pusines 
‘new homes will not be radically|estate and financing service, archi-| ing industry to pick up the slac}: jp tisemer 
- . different from those built just be-|tectural and structural services, and | employment after the war. Wit) York, 
uture @) re a rica ion fore the war because the crucial| appliance and decorating and main- the exception of farming, he de. and So 
: problem of all industry will be one| tenance services. Such eo ome sg Pangeten ery is the *- - 
: or versi ith minimum un-|“home merchants’ should be able| largest in the country and it is aly op 
nyse tothe “vem: Row sek Ne pee in eal blish ts i lvi the most backward. Buildi ry ore 
Many Problems, But your own home after the war” | employment. to develop establishments involving . ing meth. mo! t 
: ° ° “Large amounts of capital may be|a customer traffic flow second only |ods have changed little throughoy; housin, 
Builders Believe ~~ housing is not new,|forthcoming to prefabricators to) to the qty aap a poy gif — - a pace ater 
H asi i ;|enable them to do a merchandising | store which handles soft goods lines, | wi e tremendous development, sume 
Prefabs will Expand poten hx baw ny ittle headway job,” declared F. Vaux Wilson Jr.,| he believes. in other fields. in thet 
e _ home building field until the | Vice-president of Homasote Com- Early last month, R. H. Macy &Co.,| Merchandising of prefabricateq agency 
By STEVE BOOKE war, with its consequent demands| pany, Trenton, N. J. “Some pre-|New York retail giant, highlighted | houses is now being conducted on Lav ' 
New York, June 9.—The same) for emergency military and civilian | fabricators believe well-built, two|completely furnished quarter-scale | an important scale by Gunnison this - 
moving van that in 1943 shifted five| housing, provided an unusual op- bedroom houses can be sold for — A, 4 _ nage PF exw a? - a eee lbaay, into its 
- uarters, oH , from $1,500 to $1,800 for the post-| homes of the future, manufacture nd., Texas Pre-Fabricate Ouse , 
PE ae at te 0 oe etl ee ine ehilite of bE nar war market. Thus the 70% or more|by Homasote, one a_ seven-room|and Tent Company, Dallas, Tex. 
of a vacant lot and unload the fin-| cated houses to compete, on a value|0f our people whose incomes are colonial home, the other a four-|and Homasote. _ Fost 
ished sections for a completely| and cost basis, with more conven-| less than $2,500 will be in a posi-|room California cottage. It was Texas Pre-Fabricated is currently head 0 
equipped house which can be put| tional building methods in the pri-| tion to have new homes and a vast| noted at the a ye eae — — — of oe eeoeection to tion, h 
i if|y -buildi ; _|new market opened.” postwar houses can be built in abou e armed orces, w ic] it is sup. the “n 
Seiestion doen oat ‘es pat Me pg ag tapes ar sande 30 days, from foundation to plumb- plying with “Victory” huts ang of ott 
in the postwar period and experts| financial stability of the business, Believed Logical Step ing, -~ altnewe wertiens sesteic- camel 
in the building industry are not] plus its wartime experience, hint! Inasmuch as people now go to| {ume sf tence wmow “willl et kk kkk Keke OO 
straying too far afield in their pre-|that in the postwar era it will| department stores to buy linoleum, a gg = 20g ange din nt ar 
dictions. P ee develop an important place for| refrigerators, rugs, furniture and gr Borvcn Boost iene Sted i * In J 
Current merchandising trends, | itself in the low-cost field. everything else that goes into mak-| , , ° 
SEE cts ceeod can foc] CiRee Gqmeiiten Miiing:, | HS © Renee 0 hosts, BS, Witeun coms Clubs Formed x The magazine + 
the prefabricated house will not; Perhaps the greatest hurdle which| stores will not sell the house itself} In two weeks about 6,000 people | * MOST WANTED * Bill 
be dampened when a pmonine the industry must still overcome is| after the war. Towards this end|in the New York area signed | * 
America cries out for several mil-|the opposition of building ,trade|the nation’s department stores are|at Macy’s making them bona fide . 
lion new homes in the five years | unions and the skepticism of specu-| already moving. A similar vision,| members of a new “Own Your Own | by business leaders... 
following the war. Already “Own | lative builders, suppliers and others with the building materials| Home” club and nearly 1,000 indi-| * * de 
Your Own Home” clubs are acquir- | who are already firmly entrenched | dealer occupying the place allotted| viduals swamped the roster of a _—— 
y pying p é ; ine * 
ing vast memberships and many |in the field. To meet these and | to the department store in Mr. Wil-| similar club when a prefabricated | * CHOOSE THE > 
War Bond advertisements have been | other problems, a united front of all} son’s thinking, was outlined to the| exhibit was on display at G. H. Fox LEADER IN a For Is 
prefabricators has been suggested,| American Management Association |Company, Hartford, Conn. THE BUSINESS iW 
to work both in Washington and|early this year by Arthur Hood of| Carson, Pirie, Scott & Co., large FIELD... 2ONOR 
the building field. Numerous pre-| Johns-Manville Company. Chicago department store, used full-| *® 
fabricators are now flourishing in| Mr. Hood visualizes the possibil-| page advertisements in the Chicago | ( 
this country, although they are|ijity of postwar building materials| Herald-American and Sun June 6 to| 
hamstrung by wartime priorities on — 
vital building materials. Of these, 
many sell only to contractors who 
do the actual building. 
The American Builder, in its 
March issue, presented a “ ‘brass 
tacks’ analysis” of the accomplish- 
ments of prefabrication and what 
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7 nak aw eS : . tional scale, selling houses directly 
7,035 metalworking _plants through their own dealers or local 
which employ over 50 and | builders. 
account for over 90°. of the The paper lists five factors that 
d may point t*e way to a new build- 
volume of the industry. ing technique after the war. They 
That's real coverage of your | 2°: = 
market present and p t “1. Local prefabrication—a way | 2 
araet — “ese i OSt- | for the small builder? ini j 
war. For proof, wed like to “2. Site prefebrication—a _pat- Mount Rainier, highest peak of 
} ye _ompppT: 7 tern for projects by the large mer- the Cascades. 14,408 feet high. 
show you how STEEL ’s cov- | chant builder? 
: ‘ ; , 4 “~ 
erage stacks up against the 8) esionat metbevation 2 SKYSCRAPERS COMPARED 
merch: 1S J por tv . > 4 A s 4 4 d A 
market you want to reach. Rajerteal esate opera Me SE 
: aler-rez state oper: : : , 
You name the product you “4. National prefabrication — a Pictured above is Mount Rainier, one of countless towering 
want to sell, and we'll help  ‘e™vice for mass housing? peaks in the rugged Cascade range of mountains which separate 


you get an X-ray picture of 
your market—this is a post- 
war step you can take now. 


‘5. Non-residential prefabrica- 
tion—a method of cost-saving con- 
struction for a wide range of struc- 
tures?” 


Spokane and its rich, productive Inland Empire from Pacific 
Coast points. Mount Rainier is on the Puget Sound side of the 
range. At the right, for comparison, is New York City’s Empire 


Empire State Building 


, : ‘ 
, “1 cig aed State Building. Pictures show approximate relative sizes of the —1250 feet high. : 
STEEL, Penton Bldg.. Cleveland rving W. Clark, manager of the 10 “Sky ” 
- Westinghouse Electric Appliance two Skyscrapers. ba 
A PENTON Division’s home building depart- 
a Be ment, recently predicted that at 
Publication least 70% of postwar houses will 


yeit ve ea C Cover Spokane. an@he 
P years, particularly the past two Ce ae? wi O er P 
‘The Magazine of i years, make the $3,000 home not 7 = 


Metalworking & Metalproducing 


cost only $3,000 to $6,000. If this 
is true, the case for prefabrication 
becomes even more logical, since 
almost all projected packaged homes 
fall into this price range. 

Developments in the 


only a possibility but an actual fact. 


| said Mr. Clark. One million hous- 
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homes and “Victory” tent adapter 
nits, but it is diligently laying the 
groundwork for a thriving postwar 
business through large-space adver- 
tisements in newspapers in New 
york, Washington and in the South 
and Southwest, as well as by means 
of a fairly extensive magazine list. 
Copy offers prefabricated houses 
more aS a solution to personnel 
housing problems than a forceful 
attempt to create an active con- 
sumer market, although a change 
in theme is being prepared by its 
agency, Albert Frank - Guenther 
Law, New York, for the time when 
this form of building really comes 
into its own. 


Follows Auto Technique 


Foster Gunnison, sales-minded 
head of Gunnison Housing Corpora- 
tion, has consistently frowned upon 
the “nuts and bolts” sales technique 
of other prefabricators and pat- 
terned his own sales structure after 


— 


in JOLIET, ILL. 


daily circulation at 


west cost. 
lo rates Write 
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'mately how much a particular fam- 
ily can afford to spend for a house. 


|HOME OWNERS WARY 
OF PREFABRICATION 


| builders, contractors, and building 


that of the automotive industry. 

Heavy artillery for Gunnison 
salesmen has been developed in the 
form of a two-cent brochure, writ- 
ten and assembled by the company’s 
president. Assisted by the booklet, | 
dealers are allotted an hour and a| 
half in which to sell a house, cur- 
rently ranging from $2,700 to $8,500 
complete with equipment. 

The booklet centers around the 
formula “health, happiness, and se- 
curity,” paying particular attention 
to the woman of the family as the 
ultimate purchaser. The husband is 
methodically reduced to an ineffec- 
tual position. Under the heading 
“Of Interest to Women,” Mr. Gun- 
nison applies his basic sales psy- 
chology: 

“To enjoy a happy married life, a 
man must succeed in his business, 
while a woman must succeed in her 
home. A woman eventually buys 
the house which will enable her to 
make the happiest home.” Besides 
elemental schematic layouts, the 
sales folder has been equipped with 
a “rapid calculator for monthly pay- 
ments.” Through this device the 
salesman can determine approxi- 


New York, June 9.—Despite the 
large mumber. of prefabricated 
houses presently being built by the 
government, 68% of the architects, 


PACKAGED HOMES 


Pre-Fabricated House and Tent 


Texas 
Co., Dallas, is using newspapers in New 
York, Washington, the South and South- 
west to describe its Victory huts and 
homes. Copy emphasizes the speed and 
facility with which these prefabricated 


houses can be put together. Albert 
Frank-Guenther Law, New York, handles 
the account. 


not be accepted by prospective home 
owners. An estimated 25.6% felt 


supply dealers interviewed in a 
postwar housing survey recently 
conducted by Parents’ Magazine, 


indicated that prefabrication will 


prefabrication will be accepted by 
| Prospective home owners; 5.6% did 
/not voice an opinion. 

| The prefabricated price range 
ihaving the greatest appeal and sale 


VIAGARA OF CHEAP POWER 


In October, 1941, the World’s greatest potential source of electric 
power, Grand Coulee dam, was completed—generated nearly 2 billion 
kilowatt hours of energy in 1942—will be producing as much power 
for the nation by the end of 1943 as Niagara Falls—before long will 


| 
| 


| 


will be the market up to and inctud- | 
ing $6,000, according to 70.4% of | 
the respondents. Indicating that 
builders, architects and contractors | 
feel that houses will be an assembly | 
of prefabricated units, 53.6% de-| 
clared that prefabricated houses will | 
be built of standardized units as-| 
sembled to suit the individual’s| 
needs; 28.8% said this would not be| 
the case, and 2.4% were doubtful, 
while 15.2% had no opinion. This 
tends to show that home builders 
will accept houses made of prefab- 
ricated units such as _ windows, 
doors, walls, cabinets, etc., which 
can be arranged to suit individual 
taste, but that mass produced pre- 
fabricated houses will not be gen- 
erally accepted. 


Economy and Speed, Factors 


On the other hand, asked if they 
believe that prefabrication will suc- 
ceed only in mass housing efforts, 
52.8% of the builders and architects 
answered in the affirmative and 
qualified their statements by point- 
ing to the factors of “economy” and 
“speed in construction.” Approxi- 
mately 28% do not believe that pre- 
fabrication will succeed only in 
mass housing efforts; 0.8% indicated 
there is a possibility that prefabri- 
cation will succeed only in mass 
housing efforts; 18.4% did not com- 
ment. 

Nearly 84% indicated houses of 
the future will have more built-in 
features. 


British Series 
Bids for 10,000 


Nurses, Midwives 


London, May 18.—In efforts to 
elevate the vocations of nurse and 


|midwife from mere jobs to careers, 


Britain’s Ministry of Labor and Na- 
tional Service has inaugurated a 
series of large-space advertisements 
in metropolitan and weekly news- 
papers. 

The campaign, soon to be aug-| 


Casanave & Pearson 
Form New Agency 


Charles L. Casanave and C. H. 
Pearson have formed Casanave & 
Pearson, Inc., advertising agency, 
with offices at 1600 Broadway, New 
York. The new organization will 
service all accounts formerly served 
by The Heffelfinger Agency which 
dissolved when T. P. Heffelfinger, 
head of the agency, entered the 
armed forces. 

Mr. Casanave, formerly associated 
with Casanave-Artlee Pictures, New 
York, is president and treasurer of 
the new organization. Mr. Pearson, 
formerly manager of the Heffel- 
finger agency, is vice-president and 
general manager. Edward P. Casa- 
nave is vice-president and secre- 
tary. 


Heads New Department 


William C. Burks, Chicago district 
traffic manager for Chicago & 
Southern Air Lines, has been ap- 
pointed director of research and 
planning. The newly created office 
will handle all phases of company 
research and planning activities, 
and will deal with postwar air cargo 
transportation and the planning of 
postwar expansion of new routes. 
William R. Gillen, New Orleans dis- 
trict traffic manager, has been 
named as his successor in Chicago. 
Mr. Burks has been associated with 
Chicago & Southern since 1939. 
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of its wage earners 28%. 
construction in Spokane gained 95% over last. 
were 56% ahead of February last year. 


As a result of Grand Coulee’s cheap power, and with the protection 
of the Cascade range of mountains to the west, the Spokane area has 
experienced extraordinary industrial and military developments. The 
Aluminum Company of America and the Electro Metallurgical com- 
pany have built and are operating in Spokane County great new plants 
which cost over $100,000,000, making Spokane an important light 
metals producing center almost overnight. 
Spokane County’s civilian population has jumped 21%; the number 
For the first quarter this year building 
February, 1943, department store sales 
Bank deposits are up 499. Ina year the coun- 


In less than 12 months 


try’s second largest Naval Training Station, representing an investment of $45,000,000, 


has been built on Lake Pend Oreille, east of Spokane. 


Air fields have been expanded, 


great supply depots built, a 1,500-bed army hospital constructed. 


Defense contracts let for the Spokane area total from $325,000,000 to $375,000,000; 


and several hundred millions more in contracts are soon to be let. 


All of these striking 


developments are in addition to the Spokane area’s great basic industries—lumbering, 
mining and agriculture—each of which has felt the stimulus of war demands. 


Because Spokane is over 300 miles from any other city of comparable size, the residents 
of Spokane and 522 tributary cities and towns look to Spokane’s great dailies for com- 
plete, accurate news of the war, as well as for the news of their own communities, These 
dailies are the dominant means of making sales in this distinctly different market, which 
is contributing tremendously to the war effort. 


Grand Coulee Dam, 
World's greatest po- 
tential source of elec- 
tric power. 
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tional 10,000 women to train for 
nursing or midwifery. 


enrollees that “The girl who be- 


a war job of utmost importance. 
More than that, she is fitting herself 
for a career in Britain’s Health 
Drive. She can proudly say, ‘I am 


the future.’ ” 


| An accompanying coupon asks the | 


/enrollee to write in for literature, 
| giving details of training, pay, etc. 
|The greater part of Britain’s hos- 
| pital system has been based upon 
donations and legacies, with doctors 
in these institutions giving their 
|services free and other personnel 
|paid wages that would be unac- 
ceptable elsewhere. Marked im- 
|provements have been made re- 
|cently, and further changes are 
planned, in working conditions and 
payment for nurses and midwives. 


Brown New Ad Manager 
of ‘Women’s Wear’ 


| Clyde E. Brown, Pacific Coast 
director of Fairchild Publications, 
|New York, has been appointed ad- 
vertising manager of Women’s Wear 
| Daily, effective July 1. Mr. Brown 
| succeeds Leo E. Williams, who has 
been acting advertising manager 
;}since last September, when the 
position was vacated by Saul Dia- 
|mond, who joined the Army. 

Mr. Williams retains his post as 
advertising manager of Retailing 
Home Furnishings and continues to 
supervise the classified advertising 
departments of the Fairchild papers 
and the Blue Book directory depart- 
;ment. Mr. Brown has been asso- 
| Clated with Fairchild for the past 20 
| years, having been advertising man- 
ager of Fairchild’s International in 
| Europe for about seven years. 


Miss Felts Joins OWI 


Josephine Felts, beauty editor of 
|Screenland and Silver Screen, New 
peme has been granted a leave of 
absence to handle a special assign- 
|ment for the Office of War Infor- 
|}mation. Elizabeth Maher will con- 
|duct the beauty departments for the 
duration of Miss Felts’ OWI assign- 
| ment. 


ioare ciaetensiaiainad 
Rill Joins Erland 
I. R. Rill has joined the Erland 
| Advertising Agency, now located at 
18 E. 4lst St., New York, as an 
|account executive in charge of new 
' business. 


speed up enrollment, seeks an addi- | 


A_ typical | 
advertisement reminds prospective | 


comes a nurse or midwife is doing | 


doing my best for my country and | 
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TRANSPORTATION, 
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THE ONLY SINGLE PUBLICATION 
REACHING THESE EXECUTIVES 


Everyday Working Tool in Shipping 
and Transportation 


SUBSCRIPTIONS $15.00 A YEAR 
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Bulletin Explains 
Army, Navy Rules 
on Advertising 


New York, June 9.—The National 
Better Business Bureau, 405 Lex- 
ington Ave., New York, has issued 
a comprehensive research bulletin 
dealing with references to the Army 
and Navy in advertising, which is 
revised to May 26, 1943, and which 
is available from the Bureau for 10 
cents. 

The bulletin is extremely useful 
because material in it has been 
checked with official sources, has 
been brought entirely up to date, 
and many points of doubtful clarity 
have been discussed directly with 
the military personnel involved so 
as to resolve all doubts. 

Included are detailed data on the 
Army and Navy regulations govern- 
ing advertising, use of photographs, 
disclosure of procurement data, tes- 
timonials from military personnel, 
use of official insignia, advance ap- 
proval of advertising, etc. Material 
on the Waac, the Waves, the Marine 
Corp and the Maritime Commission 
is also included, as well as a discus- 
sion of the codes of wartime prac- 
tice for the press and radio, as they 
affect advertising. 

A curious conflict between the 
regulations issued by the Office of 
War Information, which announced 
that it would serve as “a central 


point of contact and clearance 
whenever war information is in- 
volved,” and the attitude of the 


Army and Navy toward material 
affecting these services, is noted in 
the bulletin. The Army and Navy 
both insist that advertising affect- 
ing their departments must be 
cleared directly through the public 
relations departments of those serv- 
ices. 

The National Better Business 
Bureau has also issued a new bul- 
letin, “Facts About the Official Serv- 
ice Flag,” which discusses the size, 
shape and content of service flags, 
as well as their proper display and 
use. 


DuMont Ads Depict 


Postwar Television 


Allen B. DuMont Laboratories, 
Passaic, N. J., manufacturer of pre- 
cision electronic and_ television 
equipment, will center its second 
series of full-page institutional 
advertisements around Winston 
Churchill’s forecast of a more 
attractive rural life brought about 
by modern methods of transporta- 
tion and amusements, including 
television. 

The 12-month drive provides for 
insertions Once a month in The 
Atlantic, Barron’s Financial Weekly, 
Christian Science Monitor, Harpers, 
and the New York Times Sunday 
magazine. Buchanan & Co., New 


York, handles the account. 
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You don’t have to answer that 
one. You can take your $32 and 
sit down. But you'll be sorry! 

Look . . . let me give you a 
couple of hints. In the first place, 
I'm not talking about a card in 
just any old subway. I’m natu- 
rally referring to the biggest, 
the most important subway sys- 
tem in the world. The New York 
Subway. 


Of course you know that, gas 
rationing or not, nearly every- 
body in New York rides the sub- 
ways —but did you know this?... 

The average subway trip 
takes 23'4 minutes! 

Now, it doesn’t take a 
researcher to prove that you can 
do a lot of selling in 23 minutes 

. good hard se lling with lots 
of words and pictures . . . selling 
of ideas rather than products if 
that’s your objective now! The 
men or women you want to 
reach have all that time to read 
and digest your message. You 
can really tell them your story 
and expect it to sink in, 

You can find the proof of this 
not only in the great results 
current subway advertisers are 
getting. but in all the honest- 
to-goodness fan mail we're at- 
tracting with our unique 
“editorial” cards. These fea- 
tures have a huge, regular fol- 
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“What’s the real difference between an 
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lowing—they carry readers 
right along into the accom- 
panying advertising. 

Have we proved we're not 
selling “indoor posters” ?—That 
we're not*just a reminder 
medium? 

Thanks! Then just consider 
for a moment how these added 
major values of subway adver- 
tising make it really unique: 


*Complete family coverage 
—nine out of ten New York 
adults, even before gas ration- 
ing, rode the subways in a 
typical month; monthly circula- 
tion now averages 165,000,000. 


* Continuity — the average in- 
dividual takes 26 subway rides a 


month. 


*Color at minimum cost— 
1.5¢ per thousand circulation 
for car cards; 1.8¢ per thousand 
circulation for station posters. 
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* Point-of-sale influence 
stores are concentrated on sub- 
way routes... ; 
Now, don’t you see that that 
$64 question has a million dollar 
answer? 
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630 Fifth Avenue, New York City. 


Getting Personal © 


Nothing guaranteed but fun at the “Fun Spot,” America’s first war 
workers’ canteen, newest enterprise of the Junto, Philadelphia’s adult 
education group. Jack Steck, WFIL’s director of public relations, is 
the “Entertainment Counsellor.” 

Clarence Worden, on the staff of the CBS press information de- 
partment for the last four years, has been commissioned a major in the 
Army... And while on the subject of majors, while Weston Hill, who 
recently formed his own agency in New York, was serenely sitting in 
the club car of a Chicago to Cincinnati train awaiting its departure, the 
porter came through paging the holder of lower 10. Mr. Hill, the pos- 
sessor, was then informed that as 
the last one on the train he would 
be first off, having to surrender 
his berth and passage to a major 
with a high priority. . . 

Formerly with The Biow Com- 
pany, Al Klinger, now at Fort 
Sill, stopped in at the agency’s 
New York offices to hello the 
bunch. And so did Bruce 
Dodge, now a corporal, who has 
been accepted for officers’ train- 
ing... 

Pete Hamm, publisher of 
Traffic World, is proud of his wife 
as stealer of the show at the 
A.B.P. Frolics, which were a fea- 
ture of the recent Skytop conven- 
tion. Those who heard her bril- 
liant soprano wondered how she 
had been overlooked by the radio 
moguls. Others who starred on 
the same bill were Carroll Busby, 
of the Chilton Company, banjoist 
extraordinary, and Jack Lathrop, 
The Foundry, who is a card ma- 
nipulator of note. . . 

When “Red” Barnett left the 
Chicago office of Woman’s Home 
Companion to join Clopay in the 
East, the Windy City lost a master of ceremonies who had been in great 
demand. .. Wm. Bernbach, publicity head of Wm. H. Weintraub agency, 
possessor of a 1-A card, has taken his two-week vacation, just in case. 
He'll either build himself up like a mighty Trojan or wear himself 
down to a frazzle, with induction or rejection in the balance. . . 

Purl one and knit two, says Ann Murphy of Pedlar & Ryan, to the 
agency’s female personnel. She has them knitting sweaters and mak- 
ing felt slippers for the American Theater Wing, one hour per week 
after office hours and all the hours they can spare at home... 

Ernie Anderson of D’Arcy Advertising, New York, is looking for- 
ward to a blessed event next month. . . Along about September, when 
Victory gardens should flourish with scallions, onions, potatoes and 
tomatoes, employes not necessary to actual station operation will be 
given full Saturdays off through that month by Roger Clipp, v.p. and 
gen. mgr. of WFIL, Philadelphia. To clip the crops?... 

It happens in the best of families, also in the best of magazines. 
Current issue of The Atlantic Monthly carries an article on radio an- 
nouncing, authored by Paul Hollister, v.p. in charge of advertising and 
sales promotion for CBS. Rarely using pictures or illustrations with 
its stories, the magazine this time felt that a small “mike” sketched in 
at the head of the article would be appropriate. But instead of using 
the CBS call letters the “mike” plainly said “NBC”! ... 

Identified with the advertising profession for over 40 years, John F. 
Mayer, v.p. and space buyer of Street & Finney adv. agency, New York, 
recently celebrated his 15th year with that company. Frank Finney 
presented him with a wrist watch, suitably inscribed to commemorate 
the event. . . 

William D. Lewis has good reason to remember June 2, 1943. He 
became the father of a six-pound daughter, yclept Joan. He’s assist- 
ant domestic director of the OWI, was formerly with CBS... 

Herman J. Williams, Brooklyn and Long Island sales representative 
for Shulton, has completed his eight months’ training period for the 
Signal Corps and reported to Camp Crowder, Mo. . . Two weeks of 
jury duty claimed Lawson Paynter of McCann-Erickson’s radio dept. . . 

He’s carving a notable niche in the radio world. Youngish (26) Ber- 
nard Dudley, up from Hanover, N. H. (pop. 3,000), speaks seven lan- 
guages fluently, and does all the announcing on the N. Y. Philharmonic- 
Symphony program (U. S. Rubber) over the CBS net. . . Mark Finley, 
on leave of absence as publicity director of Mutual-Don Lee, has been 


IN THE MOVIES 


Corp. James J. Freeman, former media 
director and account executive of St. 
Georges & Keyes, New York, is attached 
to the Ist motion picture unit of the air 


forces, Culver City, Cal. Graduated in 
advanced photography and cinematog- 
raphy at Lowry field's photographic 
fol, he was one of seven selected for 
further training in Meiyweed. 


promoted to the rank of captain. He’s been stationed with U. S. forces 
in Ireland for over a year. . . 

Mark Woods, Blue prexy, and Mrs. Woods recently celebrated their 
17th year of wedded bliss. . . While in Chicago, Edgar Kobak, exec. 
v.p. of the Blue, continued his policy of keeping employes acquainted 
with progress and aims of the net by again playing host, this time at 
a dinner for all members of the central division staff, at the LaSalle 
Hotel. . . 

Employes of Benton & Bowles who have been with the agency 10 or 
more years automatically become charter members of the “Old Timers’ 
Association.” Each member receives a gold wrist watch. Upon comple- 
tion of their 10th year during the first half of 1943, wrist watches were 
duly presented to Wm. R. Baker, exec. v.p., Lucy Perry, Helen Strauss, 
all of the N. Y. office, and to Betty Buckler of the Hollywood office. . . 

Dave Hartigan, brother of Joe Hartigan, Campbell-Ewald Company, 
Detroit, has been appointed attorney and deputy city treasurer of the 
City of Chicago. . . 

After introducing speakers, speakers and more speakers, Dr. Paul H. 
Nystrom, president of the N. Y. Sales Executives Club, had himself in- 
troduced as principal speaker at the club’s meeting June 8 at Hotel 
Roosevelt. . . 

What with the dearth of porters and baggage handlers, the Truth or 
Consequences radie troup making a coast-to-coast tour had to make 
a bee-line to get their own baggage. Always a blue bag remained 
unclaimed, so everyone took turns carrying the “stray.” Finally, after 
traveling hither and yon, curiosity overcame restraint, so Ted Bell of 
Compton Advertising, traveling along with the show, opened the bag 
in Cincinnati and found—two bowling balls. . . 

James R. Young, who claims the distinction of operating the only 
American advertising agency in Japan in prewar days, is in Hollywood, 
where a motion picture is being filmed based on his experiences in 
Japan. Jim interviewed Hirohito and was placed in a Jap concentration 
camp at the outbreak of hostilities. . . 
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Pond’ s to Baskets 
Fiberboard Closures 


Reduced to the expedient of us Sing 
non-priority, heavy fiberboard |. ‘lo- 
sures for its cold cream jars, Pong’, 
will call attention to new 


Var- 
caps” in its regular cold cream 
advertisements. First insertions 
carrying this announcement are 


scheduled for July issues of genera) 
magazines. 

Small copy blocks beside an j||ys. 
tration of the jar will suggest tha; 
women should save their present 
Pond’s jar caps of plastic or meta} 
to use as replacements on new jars 
One-minute radio announceinents 
currently sponsored in key cities 
across the country will point oy 
that while the new fiberboard ‘war. 
caps” are tough and strong, they 
may not be as _ satisfactory for 
“every day screwing off and on.” |; 
is planned to call attention to the 
new closures in cold cream adver. 
tisements throughout the year, J 
Walter Thompson Company, New 
York, is the agency. 


To Kane Advertising 

John R. White, in the sales and 
production departments of Mc. 
Knight and McKnight, book pub- 
lisher and commercial printer, 
Bloomington, IIll., for seven years, 
has joined Kane ‘Advertising of the 
same city. He will be in charge of 
production, and act as an account 
executive. 


YOU PAY ANY way! 


w@ Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don’t get it. . . You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn’t:bring the desired results 
.. You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY... . Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 
YOU. Let us demonstrate the value 
of this service on your next job. 
Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 
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_Dr. Scholl's Foot Comior Scholl's Foot Comfort Sbov 


The production 
requirements of 
this advertise- 
ment were pre- 
pared by the 
Faithorn Corp. 
for the Scholl 
Mig. Company. 


2 ' 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


root Pam © 


You can use one or all—just as you wish. 
but all are here, ready to serve you ..- 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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Food Trade Sees 
Touch of Death in 
Subsidy System 


New York, June 10.—Detailed 
examination of salaries, advertising 
appropriations and other elements 
of costs which will be required 
ynder a general food subsidies pro- 
gram would actually mean complete 
government control of their opera- 
tions, leading spokesmen of the food 
industry told the Grocery Manufac- 
turers of America war conference 
here yesterday. 

Although recognizing the neces- 
sity for controlling the inflationary 
trend, industry representatives con- 
tended that such a program sounds 
the death knell of the food business 
as a private enterprise. In off-the- 
record discussions they pointed out 
that “starvation” threatens this 
country in the near future and 
recommended that wartime controls 
of food production be placed exclu- 
sively in the hands of the War Food 
Administration. 


Work on Alternate System 


The industry leaders will today 
conclude a series of private meet- 
ings, attempting to work out an 
alternate system for the control of 
food prices, the mean feature of 
which is the proposal to freeze 
costs at the processor level, with 
historical markups provided at fur- 
ther stages in production. Indica- 
tions show that the program will 
involve the suggestion that both la- 
bor and farm prices be completely 
frozen and industrial prices fixed as 
near the supply sources as possible. 
Under the program, wholesalers and 
retailers would be permitted’ mark- 
ups on a percentage basis commen- 
surate with the individual operator’s 
cost of doing business. 

In reviewing their problems, 
members of the trade pointed to the 
correction of the manpower situa- 


tion which is a “basic step in the 


solution of the many problems faced 


the War Manpower Commission has 
not only declined to list the field of 
food distribution as an _ essential 
activity, but has made it plain that 
it considers wholesale and retail dis- 
tribution facilities and personnel 
non-essential. 

Spokesmen painted a bleak pic- 
ture of starvation for the entire na- 
tion “on a scale unknown since the 
days of Valley Forge,” and estimated 
that this year’s food production will 
fall 15% below 1942 totals although 
the demands of civilians, armed 
forces, lend-lease and foreign re- 
habilitation are hitting new highs. 
This country is in normal times an 
importer of food even though it pro- 
duces enough food for 145,000,000 
people, it was pointed out. The 
United States must now furnish 
some food for 200,000,000 people 
despite unprecedented civilian de- 
mand and the fact that the armed 
forces are consuming food at a 
greater per capita rate than is nor- 
mal in civilian life. 

Speaking informally at the lunch- 
eon session, Roy F. Hendrickson, 
deputy administrator, War Food Ad- 
ministration, briefly sketched the 
tremendous increase in the scope of 
purchasing done by his agency in 
behalf of lend-lease and other 
claimant agencies, stressing that 18 
months ago the government was 
purchasing food at the rate of $500,- 
000 daily but that now it is buying 
between seven and eight million 
dollars worth of food every day. 


He urged that industry represent- 
atives going to Washington with a 
complaint should make certain to 
have complete facts on the situation 
because “too often, too much time is 
spent in guessing, with both sides 
arguing in a vacuum.” Impatient 
business men should not “turn on the 
heat,” he said, and complain to their 
Congressmen until all other methods 
have been exhausted, particularly 
since WFA is open to receive such 
complaints. Mr. Hendrickson also 
said that business men must develop 
a different “mental attitude,’ and 
try to see the government’s side of 
the problem as well as their own. He 
stressed avoiding the free acceptance 
of rumors as facts and reminded his 
audience that officials who have 
been drafted from business life are 
not accustomed or prepared for 
“carping criticism’ by competitors 


by the industry.” They asserted that 


of former days. 
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Out-Booming 

the Boom Towns 
Gain in Depar:ment Store 
Sales for first four months of 
1943. Representative cities, 
comparable in size to Atlanta, 
Georgia, or larger. Federal 
Reserve Report. 

Atlanta +33% 
Akron +19% 
Birmingham +13% 
Boston + 7% 
Buffalo +10% 
Chicago + 7% 
Cleveland + 2% 
Dallas +42% 
Denver +33% 
Detroit +10% 
Houston +30% 
Indianapolis +22% 
Kansas City +27% 
Los Angeles +18% 
Louisville +15% 
Memphis +29% 
Milwaukee + 8% 
New Orleans +22% 
New York + 5% 
Philadelphia + 7% 
Pittsburg + 1% 
Richmond +24% 
St. Louis + 3% 
Seattle +22% 


Washington + 6% 


~~ 


al 
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Arianta 


department 
store sales 


“? 33% 


Employ all indices for evaluating 
a market — pay rolls, contracts, 
population, et cetera — but final 
analysis boils down to this: How 
go retail sales? The consistency 
of Atlanta's retail sales perform- 
ance is something an advertiser 
can tie to. The Hub of the South, 
a happy blending of white collars 
and coveralls. More than half-a- 
million strong —and not a tent- 
dweller in the lot. 
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Private Lines 


Following the FCC announcement | 
that applications for FM _ station 
construction permits, held in abey- 
ance since April, 1942, might be re- 
instated, applications have been | 
entered for 40 such stations, accord- | 
ing to FM Broadcasters. In addi- 
tion, construction permits are still 
authorized for six stations not yet 
on the air, and two other applica- 
tions are in for transformance of 
high frequency experimental sta- 
tions into FM stations. 

* * * 


There seems to be some con- 
fusion about RCA’s “research and 
development” account—the over-all 
or “institutional” part of the busi- 
ness. Kenyon & Eckhardt has this 
part of the account, but J. Walter 
Thompson placed the _ electronics 
copy which appeared in newspapers 
a couple of weeks ago. Now neither 
of these agencies or the other three 
agencies to which various parts of 
the RCA account went recently, are 
too clear as to who has the business. 
Either K&E or JWT will come up 
with it, however. 

ok 


The American Federation of Mu- 
sicians, whose executive board met 
quietly in Chicago last week, hin- 


* * 


vented plans for transcriptions of 
the realistic radio drama, “Man 
Behind the Gun,” to be played in 
war plants as an aid to morale. 
Elgin National Watch Company’s 
sponsorship of the CBS show ended 
May 30, but the manufacturer will 
underwrite it again starting Sept. 5. 
It had looked as though WPB would 
take over in a big way, but up to 
date the program is billed for the 
summer months as a sustainer. 
* * * 


The insiders at OPA are saying 
that Regulation 339, the much- 
abused hosiery regulation, will 
shortly give way to pressure. The 
order will not be rescinded, but 
exceptions will be granted—and 
when exceptions are granted to an 
order like the hosiery regulation, its 
effectiveness ceases shortly. 

eo + % 


Despite much - publicized state- 
ments about a richer life in store 
for civilians, men who keep a close 
watch on the controlled materials 
plan can’t see how it will come 
about. The lag in inventories, plus 
the inevitable gap between 
processing of goods and their ap- 
pearance on retailers’ counters, will 


dered and may have actually pre- 


cause many bare shelves this win- 


the | 


l ‘ 
ter. The case for a strong civilian 
}claimant agency is still made, but 
the armed services get what they 
want, no matter how it's earmarked. 
os 

Scratch anybody who had any 
contact with Washington last week 
and you'll find a man who is con- 
vinced that the end of the paper 
situation is not yet. After all the 
assurances about no further print 
paper cuts before October, the situ- 
| ation now looks precarious. Pub- 
lishers can’t quite make up their 
minds whether all the gloomy talk 
is designed to make those who have 
been taking existing curtailments 
lightly a little more conscious of the 
problem, or whether it really pres- 
ages another cut. 


P INCLUDE MISSISSIPPI 


when you buy Car Cards 
100,000 riders every day 


y W. M. STOREY ADVERTISING 
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NEXT DAY .* . . 
ASSISTANT: “Our printer had just the help we need, 


Mr. Brooks. 


can decide exactly what grades, 


It’s the new Hammermill Manual of Paper 
Information, and it contains the full story of more than 
1200 items of Hammermill Papers still available under 
wartime restrictions of paper manufacture. 


weights we can order without waste of time.” 


THAT’S THE THIRD TIME THIS WEEK WE’VE 
PICKED A PAPER THAT’S NO LONGER MADE! 


PRINTING BUYER: “More time wasted! 


The papers we've been selecting 


for broadsides, folders and accounting forms are just not being produced during 


wartime. 


35 


day? If 


Now we 
colors, finishes and 


wartime 


al 
¥ 
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And if we make another choice, we’re just as apt to 
Call the printer back — see if he can help us.” 


wrong again. 


PUZZLED ABOUT what papers you can get to- 


you want to avoid specifying papers no 


longer available, if you want to order economical 
sizes and quantities, send for the “Hammermill 
Manual of Paper Information.” This 24-page book 
gives full stock information on the still extensive 
range of Hammermill papers being made under 


restrictions. Quick answers to questions 


about grades, colors, finishes, weights, and sizes. 
Send coupon today. 


a oe ae ee oe ow es ow we oe oe oe oo -- 
Hammermill Paper Company, ! 
Erie, Pa l 
Please send me, free, the new ‘‘Hammermill ! 
Manual of Paper Information | 
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Sonora Campaign 
Builds Jobber 
as Key Factor 


(Continued from Page 1) 


only nationally advertised jobber- 
distributed radio. During the war 
period, while its production facili- 
ties have been devoted entirely to 
war production, Sonora has never- 
theless maintained active relation- 
ships with its distributors through 
the development of a line of records 
which have been selling at a terrific 
rate. Jobbers have welcomed this 
additional line as a means of main- 
taining volume, and undoubtedly 
Sonora will be a leading factor in 
the record business even after it is 
able to resume production of receiv- 
ing sets. It does not manufacture 
records, but merchandises them 
under its own labels. 

The opening smash in the aggres- 
sive promotion undertaken by So- 
nora was a 4-page 2-color insert in 
a long list of trade publications 
reaching the hardware, electrical, 
sporting goods, automotive, jewelry 
and musical fields. The insert, fea- 
turing a new booklet, “Radio to 
Sell,” created such a furor in the 
trade and produced such an ava- 


lanche of inquiries as to demonstrate 
to the company not only the inten- 
sive readership of business papers 
by jobbers and dealers, but also the 
keen interest of the trade in the 
possibility of resumption of manu- 
facture of radio sets on at least a 
limited basis. 


Asks Pertinent Questions 


“Would you like to know,” the 
field was asked, “when the mer- 
chandise armistice might occur? 

“What products are likely to be 
available first? 

“What trends may open the gate 
to you for the greatest sellers’ mar- 
ket in history? 

“What forces are at work that 
may put you in the appliance busi- 
ness before the war ends? 

“What the Sonora jobber and 
merchandising policy will be from 
here on in?” 

In making qualified predictions 
regarding the possibility of goods 
being made available for the civilian 
population before the end of the 
war, Sonora is basing its case on 
what it believes to be plainly dis- 
cernible trends in Washington pol- 
icy, as well as the liberalization of 
distribution of many products which 
have been strictly rationed or not 
made at all since Pearl Haxbor. 

“This is no time to make loose 
predictions,” it told the trade in 
firing its opening gun. “Certainly it 
is no time for wishful thinking. 

“On the other hand, neither is it 


a time to anes plainly visible 
trends. We make no pretense of 
predicting exactly when our factory 
will again be delivering merchan- 
dise to you instead of to Uncle Sam. 
But—straws in the wind are now 
pointing to a merchandise armistice 
before the war ends. 

“Should these trends be borne 
out, then you can expect delivery, 
in some degree, of other package 
appliances, as well as Sonora radios, 
during this period of gradual recon- 
version, while millions of people 
will still be engaged in war produc- 
tion at peak war wages. 

“Everything is in readiness here 
at Sonora headquarters—all plans 
are made to reconvert to peacetime 
manufacture and to start deliveries 
within a matter of weeks after we 
get the go-ahead from the govern- 
ment. This preparedness is insur- 
ance that Sonora jobbers will be 
among the first—if not the first—to 
cash in on a rich profit opportunity.” 

In its booklet, which is now being 
prepared for distribution, with 
dealer inquiries handled through 
their jobbers, Mr. Gerl points out 
that while victory in the war is the 
first objective, it is now time to 
start asking how long it will be 
before war restrictions are eased to 
provide materials and commodities 
for civilian consumption. 

Developments are reviewed in the 
light of news reports and analyses 
by such publications as Business 


Week, which reported, “Business 
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men can begin to prepare for re- 
vival on some civilian goods manu- 
facturing by fall.” Likewise, the 
release of 150,000 refrigerators and 
the authorization of production of 
250,000 non-mechanical units, plus 
production schedules for 1,100,000 
alarm clocks, and liberalization of 
production of radio tubes and bat- 
teries for farm radios, were regarded 
as straws definitely showing the 
trend. 


Buying Power Analyzed 


The stupendous buying power of 
American consumers is also ana- 
lyzed in the book, along with figures 


20,000,000 radio sets by the middle 
of this year. The answer is that 
there is a potential market for a 
$1,000,000,000 radio set and parts 
production. 

“From the very beginning,” Mr. 
Gerl’s statement to the trade con- 
tinues, “Sonora chose the jobber 
method of distribution in preference 
to any other channel. Toward that 
end, every problem of the jobber in 
profitably and effectively handling a 
radio line was taken into careful 
consideration. 

“Sonora radios move right over 
the counter just like any other 
package item. There is no more 
special handling or service problems 
here than there is with toasters, 
electric irons or any other minor 
appliance. At the same time, they 
bring you larger units of sale at 
substantial profits, and open up new 
avenues for selling more and more 
of the trade in your territory. 

“You don’t have to be a specialist 
to sell Sonora. Neither do your 
dealers. This has been proved in 
thousands of hardware, music, ap- 
pliance, jewelry, department and a 
variety of other types of stores all 
over the country. 

“The same thing goes for Sonora 
records, which are available now. 
Even though your average dealer 
never handled records before, he 
will be quick to see in the Sonora 
plan how easy it is to establish a 
Sonora record department and cash 
in on this exceptionally profitable 
field.” 

The extent of the retail distribu- 
tion facilities envisaged by Sonora 
is suggested by the publications 
carrying the trade campaign, which 
include Electrical Merchandising, 
Hardware Age, Hardware World, 
Jewelers’ Circular-Keystone, Radio 
Journal, Radio Retailing Today, 
Music Merchandise, Radio & Televi- 
sion Weekly and Southern Hard- 
ware. 

The consumer campaign, which 
breaks with a 1,000-line 4-color ad 
in the July 25 issue of American 
Weekly, to be followed by 4-color 
pages in August Esquire and the 
August 16 issue of Life, approaches 
the “home morale” objective in a 
different and appealing way. The 
experience of a sailor boy who is 
sending a recording of his voice 
home to his mother gives both a lift 
to the home folks and a definite and 
logical tie-up with Sonora record- 
ers, phonographs and radio sets. 

Other media which will carry the 
Sonora consumer campaign, to run 
through next March, are American 
Home, American Magazine, Cosmo- 
politan, Redbook and Time. 

Herbert Hall is sales promotion 
manager of Sonora, and Weiss & 
Geller, Chicago, is the agency. 
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HOWARD H. IMRAY SR. 
Rochester, N. Y., June 8.—H ow. 
ard H. Imray Sr., who retired a 
month ago as advertising Manger 
of Eastman Kodak Company, <ieq 
at his home here last week after , 
brief illness. He was 57. 

Mr. Imray had been associateg 
with the Kodak company for more 
than 16 years. As advertising man. 
ager, he directed the two bicgesy 
promotions of that company—the 
international photographic com peti- 
tion and the anniversary camera 
campaign. Prior to his association 
with Eastman, he handled the wij. 
lys-Overland account, and for 2 time 
was connected with N. W. Aver 4 
Son. 


EARL T. RUSSELL 

New York, June 9.—Earl T. Rys. 
sell, vice-president and a director of 
National Export Advertising Service 
since 1925, collapsed while walking 
along 42nd St. yesterday and died, 
apparently of a heart ailment. He 
was 50, and lived in Short Hills, N.j. 

Mr. Russell began his advertising 
career in 1913 with McGraw-Hil] 
Publishing Company, New York. 
Later he worked for the National 
Carbon Company, where he became 
interested in export advertising. He 
has been on the board of directors 
of the Export Advertising Associa- 
tion since its inception. 


W. M. MOHAN 

Broomall, Pa., June 8.—William 
F. Mohan, first vice-president and 
a director of Scott Paper Company, 
Chester, Pa., died here at his home 
this week after a brief illness. He 
was 51. 

Mr. Mohan joined the company in 
Boston in 1914 as a salesman, and 
six years later was appointed man- 
ager of the Boston district. In 1922 
he was moved to Philadelphia as 
the first divisional sales manager to 
be appointed by the company. In 
1934 he was appointed vice-presi- 
dent in charge of sales, and in 1939 
first vice-president. Mr. Mohan 
was a director of the Grocery Man- 
ufacturers of America. 


MARVIN J. NIES 

Detroit, June 8.—Marvin J. Nies, 
retired advertising man and super- 
intendent of the Detroit Automobile 
Show for more than 25 years, died 
May 27 following a long illness. He 
founded the Outdoor Advertising 
Company in 1920, and remained ac- 
tive in advertising and automobile 
circles until ill health forced his re- 
tirement three years ago. 


R. P. HABGOOD 

Bradford, Pa., June 8.—Robert P. 
Habgood, 72, former Bradford news- 
paper publisher, died June 4 after 
a long illness. Three years after 
joining the Bradford Star in 1899 he 
bought the paper, and five years 
later bought the Daily Record, 
merging the two as the Star-Record. 
In 1939 he merged the latter with 
the Morning Era and Sunday Her- 
ald. In 1942 the Herald suspended 
publication and Mr. Habgood’s other 
newspaper holdings were sold. 


CHARLES FISH HOWELL 
Brooklyn, June 8.—Charles Fish 
Howell, editor of the Weekly Under- 
writer, an insurance publication, 
died here at his home last week at 


the age of 75. 
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velop through your own initiative 


applying. 


strangers. 


To a Woman Who Is 
Interested in Women: 
Perhaps you've dreamed of such an opportunity as this one 


woman’s viewpoint for a large manufacturer. 
to discourage hopes, please check the qualifications carefully before 


These are some of the requirements: Age, 
education or equivalent; ability to write entertainingly and informa- 
tively; ability to speak before women and mixed audiences; ability 
to dig for information and to think creatively; 
and social poise; freedom for considerable travel. 
experience in advertising or public relations is almost essential. 
This message comes from a manufacturer near Chicago. 
is one of permanence and importance, not a wartime operation. Ne 
demonstrating or product selling are involved. 

Please write freely and informally if you decide to reply. 
would be helpful to us, but perhaps you don’t like to send it to 
A very limited number of interviews will be arranged. 


Box 4155, Advertising Age, Chicago. 
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Used Car Dealers, 
Hungry for Autos, 
Step Up Promotion 


(Continued from Page 1) 


sified column, to the end of that 
month. 


Money Is Catchword 


In competition with hundreds of 
dealers, each used car company has 
attempted to lure automobile own- 
ers with fabulous offers. While 
battling for a lion’s share of the 
supply, dealers have hit upon the 
yniversal catchword — money. To 
further induce people to sell their 
cars, buyers are playing up the “no 
red tape” theme, pointing out that 
if “you call up and describe your 
car you can have cash within two 
hours,” or if “you bring in your car 
you can have cash within two min- 
utes.” 

Indicative of the nonchalance 
with which used cars are being 
pought here is a purchase made by 
“The Smiling Irishman,” a New 
York company operated by Edward 
J. Murphy, while this reporter was 
present. A young woman with a 
1939 Buick in Walla Walla, Wash.., 
described her car in detail and Mr. 
Murphy consummated the purchase 
with “cash on the line,” although he 
had only a word picture of his new 
property. 

One reason “The Smiliing Irish- 
man” has such a happy outlook is 
because he feels he is doing a great 
public service by easing the critical 
transportation situation in vital de- 
fense areas. Before the Office of 
Price Administration clamped down 
on the gasoline supply, Mr. Murphy 
engaged whole families anxious to 
move from East to West and had 
them drive the cars to vantage 
points. Servicemen returning to 
their camps were also used. Now, 
however, freight cars are being em- 
ployed with transportation costs 
running as high as $200 per vehicle. 


Demand for Light Cars 


The greatest demand is for light 
cars, namely Fords, Chevrolets, and 
Plymouths, although a fertile mar- 
ket can be found for Buicks, Olds- 
mobiles, and DeSotos. War work- 
ers can afford to pay slightly higher 
prices for cars by pooling their pur- 
chasing power, buying a car jointly, 
a “share the ride” plan. 

In addition to advertising in the 
local newspapers “the Smiling Irish- 
man,” among a score of local deal- 
ers, is using one minute spot radio 
announcements described as “60 
seconds of concentrated dynamite.” 
“Of course we have to catch their 
interest so it’s necessary to pack 
everything we can into our sales 
message,” said Mr. Murphy. “The 
sad part of it is that people come 
in with an automobile like they just 
dug it out of an oyster. There are 
limits to a car’s value—even to us.” 

While comparatively few of its 
cars are being shipped West, Parke 
Motors Company, successor to the 
Ford Motor Sales Company here, is 
doing 75% of its business with out 
of town buyers. Most of these auto- 
mobiles are going to individuals in 
essential industries and in many 
cases are purchased by defense 
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An example of used car advertising cur- 
rently appearing in newspapers on the 
eastern seaboard, is the above section 
taken from a regular weekday issue of 


the New York Times. On Sundays copy 
frequently runs several pages. 


plants to be used for carrying small 
freight. 

This company frowns on _ the 
western market because of the rela- 
tively small profit involved, and 
claims that the hundreds of out of 
town dealers who have mushroomed 
up are working on a small margin. 
A spokesman cited the case of one 
car which had been purchased eight 
different times by eight different 
New York dealers before it was 
finally sent to war workers on the 
West Coast. “With each succeeding 
sale the profit becomes less and less 
until finally the last buyer took it 
on the nose just to get rid of the 
car.” 

Most people with fairly new cars 
seem inclined to hold on to them 
because they feel that postwar auto- 
mobiles will be lacking in quality 
for at least two years, it has been 
reported. This is contrary to the 
opinion of used car dealers them- 
selves, who assert that good new 
cars will be in production 60 days 
after the Armistice is signed. One 
source points out the old jigs and 
dyes which were used to make auto- 
mobiles before the war have not 
been discarded, and will be avail- 
able for almost immediate use. Dur- 
ing the first peacetime year, there 
will not be much change in the con- 
struction of automobiles, asserted 
one member of the industry. 

If the price ceiling now pending 
on used cars is approved in Wash- 
ington next month, dealers here will 


products. 


manufacturer or advertising 


HEINZ —QUAKER—PROCTER & GAMBLE 


... service to these companies, plus eleven years 
of market planning experience with many grocery 
products has given me a thorough knowledge of 


@ Distribution channels. 
@ Sales management problems. 


@ Proven methods for developing 
new products. 


@ How fo sell food and grocery 


College graduate, draft deferred, 38 years old,—want 
man-sized job to do in market and sales planning for 


Box 4146, Advertising Age, Chicago 


agency in the grocery field. 


find their “gold strike’ short-lived. 
They will be unable to offer current 
extravagant prices to prospective 
sellers and will be prevented from 
accepting out-of-line prices from 
car-hungry war workers. 

Ultimate benefits of the current 
westward movement will go to new 
car franchise dealers after the war. 
They face the prospect of an east- 
ern market sorely distinguished by 
its lack of used cars for trade-in 
purposes, and for the most part, 
will do a strictly cash business. In 
the opinion of many used car deal- 
ers, those individuals who do have 
cars at the end of the war will have 
to accept a substantial reduction in 
trade-in allowance. 


Durr Appeals for 
Committee Appearance 


Clifford J. Durr, the Federal Com- 
munications Commission member 
who challenged the right of Rep. E. 
E. Cox to conduct an investigation 
of the FCC, last week appealed to 
the House Judiciary Committee to 
be allowed to put in an appearance. 

It was earlier reported that Rep. 
Cox would continue with the com- 
mittee, and rumors said that older 
members of the judiciary committee 
had asked Mr. Cox to resign from 
the investigating committee. Mr. 
Durr had previously charged that 
Rep. Cox was prejudiced, and that 
his personal interest in Station 
WALB had prompted his attacks. 


Civil Compulsion ‘ 
Near for Canada, 
Labor Head Warns 


Toronto, June 10.—Canada is rap- 
idfy moving toward compulsion on 
the civil side—as well as the mili- 
tary—the Canadian Manufacturers’ 
Association wa’ told at its annual 
convention this week by A. J. 
MacNamara, Deputy Minister of 
Labor and director of National Se- 
lective Service. 

Praising the Dominion’s war ef- 
fort, Mr. MacNamara said it has now 
reached the stage where manpower 
shortages and demand for supplies 
“make it necessary to bring in more 
distasteful and rigid control, and 
compulsion, on the civil side.” 

“We have gone further in some 
respects than any country other than 
enemy nations,” the deputy minister 
said. “We have an over-all man- 
power policy. And it is working.” 

At a question forum, Mr. Mac- 
Namara said that most essential 
manpower needs now are for the 
armed forces, agriculture, coal min- 
ing and the rubber industry, and 
that advertising for workers has 
been of great value in bringing men 
into war jobs. 

At the opening session of the 
CMA, L. L. Lang, president, calling 
attention to taxes higher than ever 
before in Canadian history, sounded 
this note of warning: “Undernour- 


ished corporations, like undernour- 
ished men, cannot work, or help win 
the war, or play an effective part 
after the war in solving the all-im- 
portant problem of providing a 
maximum of employment.” 


To Gerth-Pacific Agency 


Dave Showalter, formerly adver- 
tising manager of Sears, Roebuck & 
Co., Portland, Ore., has been ap- 
pointed manager of Gerth - Pacific 
Advertising Agency, Los Angeles. 


Steppler Named V. P. 


Alan W. Steppler has been elected 
vice-president in charge of sales of 
Reuter & Bragdon, Inc., Pittsburgh 
advertising specialties company. 
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Each Haire Publication is 
the recognized authority in 


specialized retail 


markets! 


' Each publication is devoted exclusively 
to one distinct retail market — and one 


market only . 


- . providing specialized 


authoritative editorial service. 


é Reaching one type only of interested 
buyers, each publication completely dom- 
inates the retail market it serves. 


3 This intensely interested readership 
means your messages will be read. 
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Must Curb Buying 
fo Avert Inflation, 
Speakers Tell NAEA 


(Continued from Page 1) 

total national income this year will 
be in the neighborhood of $135,000,- 
000,000, the highest in the history 
of the nation. When all other ex- 
penses are accounted for, there will 
still remain in the hands of the 
public $45,000,000,000, the free 
spending of which will plunge the 
country into a maelstrom of infla- 
tion. 


Price Structure Endangered 


“Forty-five billion dollars is going 
to be walking the streets, peering 
into shop windows looking for the 
little product that isn’t there,” Mr. 
Weir said. “It’s the same little prod- 
uct that wasn’t there last year. 
Only where last year its absence 
made us fear the advertising busi- 
ness would blow up, this year its 
absence makes us feel the whole 
price structure will blow up— 
unless people can be urged not to 
spend on something else the money 
they might have spent on the prod- 
uct they couldn’t get.” 

“What I am suggesting is one of 
the toughest of all jobs to do,” Mr. 
Weir said. “It is a job of helping 
to keep prices from getting out of 
control—without, at the same time, 
starting a price rise scare. It’s not 
easy, but it is essential. It is a job 
of urging advertisers to advertise 
to keep their customers from buy- 
ing—when you know perfectly well 
that there are a lot of chiselers 
around who are just waiting for 
such an opportunity to cash in on. 
It’s a job of doing this without, at 
the same time, getting advertisers 
in the frame of mind where they 
think maybe the best thing to do 
is not to advertise—for right now 
people don’t even need advertising 
to want.to buy; wifftetit<it, they’ll| be 
still want ‘to buy. “It’s ‘a seller's 
market—without very much to sell. 
And without the influence of adver- 
tising, it might very easily get out 
of hand. The job that I am sug- 
gesting you undertake is a job of 


Seated left to right are: 


W. Byron McGill, 
auditor. 


sales; Leslie Joy, general manager, 


Dwight A. Myer, assistant to Mr. Wailes; 
Hawkins, in charge of programs; Mr. Wailes; B. A. McDonald, sales manager; 
advertising and publicity manager; 
Standing are: E. H. Gager, chief engineer, KYW; Hal S. Lamb, KYW 
KYW; James P. Begley, KYW program 
manager; Jack de Russy, KYW sales manager; A. Harvey McCall, KYW sales; 
Frank V. Webb, KDKA sales manager; James A. Aull, KYW publicity director; 
Joseph E. Baudino, KDKA general manager; A. Harry Bates, assistant auditor, 
WRS, and auditor of KYW; and Harold M. Cone, KYW sales promotion 


manager. 


FETES WESTINGHOUSE RADIO EXECUTIVES 


Lee B. Wailes, general manager of Westinghouse Radio Stations, Inc., was host 
at a dinner for executives of the WRS group following the recent shuffling of 
assignments of several of them due to the resignation of James B. Rock, KDKA 
general manager, who has accepted a captain's commission in the Marine Corps. 


Gordon 
and Frank A. Logue, 


public service. That does not make 
it an unprofitable job. For if the 
job is not done, there won’t be any 
profits to take. And I think we are 
beginning to understand that things 
are not always what they seem— 
that jobs, for example, do not exist 
because of business, but business 
exists because of jobs; that service 
is not created because of profits, 
but that profits are created because 
of service. You’ve got to give before 
there is anything to take. And if 
you give with ideas now, you'll not 
have to worry about your ‘take’ 
when the postwar world finally and 
at long last arrives.” 


Must Double Bond Buying 


Mr. Gaston, guest speaker at the 
Monday luncheon, made a number 
of points similar to Mr. Weir’s. He 
——— that more bonds must 

ee by the public to pre- 
Vent bidding up of prices. He said 
individuals had bought $7,000,000,- 
000 of war bonds since the first of 
the year but they must buy $18,- 
000,000,000 more by the end of the 
year. 


The generation 
peace to come, will 


an educational w 
period. Already, 
radical changes in 


TORONTO IS A 


What will she see? 


a living so different from those of to- day as 
to be beyond accurate conjecture. 
this new era may bring us, it is a certainty that 
the daily newspaper will play a major part in 
way during the transitional! 


of war research in materials and inventions. 
Safe-quarding of goodwill and trade names, by 
advertising to-day in daily newspapers is essen- 
tial to those who intend to be in the picture 
in the qood time to come. 


that is to grow up in the 
take in its stride conditions 


Whatever 


advertising is hinting at 
civilian commodities born 


“TELEGRAM” CITY 


TORONTO 


THE EVENING TELEGRAM 


NEW YORK: DAN A. CARROLL 


CANADA 


CHICAGO: JOHN E. LUTZ 


Frank E. Tripp, of the Gannett 
Newspapers, in introducing Mr. 
Gaston, took the opportunity to 
praise newspapers for the part they 
played in the 2nd War Loan drive 
and present figures on the selling 
cost per bond had paid advertising 
been used. 

Excluding all but the $3,750,000,- 
000 of bonds bought by individuals, 
he said the resulting advertising 
cost was infinitesimal. 

“Let him who quibbles about ade- 
quate advertising cost, particularly 
thorough newspaper cost, take note 
and ponder,” he said. 

“Reliable newspaper space cost, 
by measurement of 1,758 daily and 
Sunday papers and 7,735 weekly 
papers, was $4,564,000. This was 
the most complete newspaper cover- 
age in the history of advertising. 
Radio’s estimate for equally com- 
plete coverage by that medium was 
$6,300,000. 

“The total of these two major 
mediums, donated or sponsored, 
without cost to government, was 
$10,864,000. 

“Projected against individual 
bond sales only, the combined news- 
paper and radio advertising cost 
was the amazingly low figure of 
33/100th of 1%, less than four mills 
per dollar. 


Newspaper Cost Lower 


“You newspaper boys will cheer 
when you hear that the newspaper 
cost was the lower of these all-out 
jobs by both mediums, admittedly 
complete, grass roots coverage by 
both. The newspaper cost was 
14/100ths of 1% and the radio was 
19/100ths, 

“So, the first and only time in 
history that complete coverage by 
newspapers can be compared with 
complete coverage by radio, it is 
found that the newspaper cost of 
the total was 42% and the radio 
cost 58%. 

“The newspaper cost, at national 
rates, including 7,700 weekly papers, 
was $1,736,000 less than radio. 

“Try that one on the next fellow 
who tells you he can’t afford to 
cover America in the newspapers. 

“The newspaper cost to sell a $50 
bond was 7 cents, and for a $25 
bond was 3% cents. And the peo- 
ple bought 22,700,000—25’s, and 
4,600,000—50’s. 

“From a newspaper advertising 
standpoint, the 2nd War Loan was 
a 700% investment, even after 
ignoring 83% of the total bond 
sales.” 

The entire afternoon session Mon- 
day was devoted to war activities 
and the daily newspapers. Col. 
Leroy W. Herron, Washington Star, 
chairman of the NAEA Treasury 
Committee and chairman of the ses- 
sion, presented Thomas H. Lane, 
chief, advertising section, War Sav- 
ings Staff, U. S. Treasury, and 
Chester J. LaRoche, chairman, War 
Advertising Council. 

Mr. Lane told of copy prepara- 
tions being made for the 3rd War 
Loan drive which is scheduled to 
start in mid-September and assured 
the newspapermen they will have 
complete advertising copy and mats 
in early August. He said Treasury 
advertisements are now running 
regularly in 1,500 dailies and 4,000 
weeklies. 

Mr. LaRoche reviewed in detail 


|the organization and the work of| 
ithe War Advertising Council and 


explained successful cooperative 


“Positions Wanted,” 


The Advertising Market Place 


The rates for this department are as follows: 
“Representatives Wanted,” 


tatives Available,” 30 cents a line, minimum charge $1. Terms ~ 
cash with orsey. is other classifications (single insertion 
rates): % in., $2. 1 to 3 in., $4.75 per inch. 


———, 


“Help Wanted,” 
and “Represen- 


___REPRESENTATIVE WANTED _ 


Publisher of two top-notch trade pub- 
lications seek capable advertising 
representative in New York, Detroit. 
Los Angeles and Kansas City. State 
present eres and working ar- 
rangeme 

Box 4150, ‘ADVERTISING AGE, Chgo. 


HELP| ‘WANTED emerges 


ACCOUNT 
EXECUTIVE 


THE MAN WE WANT 
Must be top-flight salesman between 
35-50 years old with outstanding rec- 
ord and years of experience in sales, 
sales promotion and advertising. Must 
have wide acquaintance and solid con- 
tacts with buyers in our field. 


He is accustomed to earning $5,000.00 
up yearly and because of current con- 
dition, finds himself needing a new 
permanent connection, or is presently 
employed and looking for a broader, 
sounder opportunity. 


His record must stand the most rigid 
investigation. 


HIS EMPLOYER WILL BE 
A special division of the world’s 
largest and most successful 47-year 
old advertising and sales promotion 
company. Rated AAAI, 


HIS WORK WILL BE 
Creative selling of high quality point- 
of-purchase displays, special calen- 
dars, direct mail campaigns, indoor 
and outdoor signs, and dealer co-op- 
erative merchandising helps. Servic- 
ing our established accounts and de- 
veloping new business. 


HIS COMPENSATION WILL BE 
Weekly drawing account, expenses 
and commissions. 


Six additions will be made to our 
staff. Applicants will be considered 
who reside in New York, Philadel- 
phia, Boston, Cleveland, Detroit, Cin- 
cinnati, Chicago and St. Louis. 


WRITE FULLY about yourself, en- 
closing recent snapshot. Initial per- 
sonal interview will be arranged in 
your home city within thirty days. 
Address letter to T. J. Rurik, 450 N. 
synatente Avenue, Saint Paul, Minne- 
sota. 

Photo-Engraving Pricing Clerk—must 
know the business to assume charge 
of Billing Dept. in large progressive 


plant in Chicago. Answer fully in 
ooenee. Our employees know of 
this a 


Box 4152, ADVERTISING AGE, Chgo. 
COPY WRITER — Full, part time or 
free lance, by fast-growing Chicago 
agency. Exp. mail order, medical. 
State experience in terms of actual 
accounts and submit samples which 
will be returned. State salary or fee 
expected. 

Box 4148, 4148, ADV ‘ERTISING AGE, , Chgo. 


Want yor young woman with three quali- 
fications for work on feed company 
house organ—journalistic training or 
experience, stenographic ability and 
farm background. If you have two of 
these qualifications, we'll be inter- 
ested—if you have all three, well, you 
have a great chance to become a 
member of a _ friendly, cooperative 
concern in a business that is very 
good now, and will continue to be 
good after the War. Your application 
letter will give us a good enough idea 
of your writing ability; don’t send 
other sample 

Box 4147, ADVERTISING AGE, Chgo. 


HELP WANTED 


os SALES | CORRESPONDE NT 
Can you write a good sales letter” |), 
ou know something about adver 
ape promotion? We have an opening 
for a sound, constructive worker w }),, 
can take charge of the sales corre. 
spondence division of a successful ( })j. 
cago business paper. Write giving f\)}) 
details of experience, salary require. 
ments, etc., in first letter. 
Box 4156, ADVERTISING AGE, Che, 
A GOOD COPY JOB 
is waiting 
FOR THE RIGHT MAN 

That man (probably he’s 
should be primarily experienced ;, 
editing house organs and writing 
panitosty, BUT he should aspire, and 

elieve in his own ability to work 
gradually into the entire gamut of ad. 
vertising agency copy. 

He'll find a good opportunity ty» 
grow in this medium size Midwestery 
Agency. We've a nice selection of 
accounts and a staff that’s congenia| 

Are you interested? Then write and 
tell us all about yourself. Of course 
your correspondence will be kept con. 
fidential. 

Box 4154, ADVERTISING AGE, Cheo 
George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
209 S. State St.—Chicago _ 


POSITIONS | “WANT ep 


Aggressive Southerner (43), mentally, 
morally and physically equipped to 
do a thoroughly good job as advertis- 
ing manager, promotion manager or 
copywriter. Eighteen years news- 
paper, trade magazine and agency ex- 
perience. A straight-thinking, hard- 
working planner and doer! Steadily 
employed, 
Box 4153, ADVERTISING AGE, Cheo 
Cc HIC AGO'S BEST WRITER 
wants Chicago’s best job. 
anatys st; clear, direct, 
competent craftsman. 
small agency. 


young) 


Kee n 
timely thinker 
Now copy chief 
Wants greater oppor- 
tunity with agency or advertiser as 
writer, copy chief, advtg. or sales 
prom. mgr. Well rounded exp. inc). 
4-A agencies, mail order, direct mail 
Some prod., space and time buying 
contact. Exp. on beer, liquor, prop 
remedies, autos, ad _ infin. Age 43; 
min. start, $6500; permanence essen- 
tial. Chicago or vie, only. 

Box 4151, ADV ERTISING AGE, Cheo. 
Young woman, 7 years business pub- 
lication experience in editorial writ- 


ing, copy, layout, production and sales 
promotion work. Chicago location 
desired, 


Box 4149, ADVERTISING AGE, Chgo. 


WESTERN MANAGER AVAILABLE 
Experienced advertising executive 
with established record for producing 
volume business in highly competi- 
tive field now available for medium 
which needs that extra sales punch 
Not interested in push-overs. 

Box 4157, ADVERTISING AGE, Cheo 
HOW ARE YOUR PUBLIC 


RELATIONS? 
Advertising and public relations man 
with unusually good contacts in 
Washington and many state capitals 


is interested in serving strong, manu- 
facturer in Middle West, either direct 
or through agency 

Box 41! 58, ADVE RISING AGE, Che: 


“BUSINESS OPPORTUNITY 


I HAVE A CLIENT WHO WANTS TO 

BUY ESTABLISHED PROFITABLE 

INDUSTRIAL PERIODICAL. ONE 

HUNDRED THOUSAND DOLLAR 

PROPERTY MINIMUM. 

FRED A. DIBBLE, 14 EAST 47 8ST 
*~MANHATTAN 


plans used by newspapers in vari- 
ous cities in rationing their space 
among the many government de- 
partments which have a story to 
tell the public. 

“It is our job,” he said, “to see 
that eventually there is a war mes- 
sage in every advertisement that 
appears. We are trying to convince 
advertisers that copy which merely 
boasts of production figures is be- 
ginning to arouse resentment. Both 
local and general advertisers would 
be wise to devote part of the space 
in each of their advertisements to 
an educational message connected 
with the war, to promote the sale 
of bonds, explain rationing, portray 
the evils of inflation, assist recruit- 
ing, etc. Industrialists must think 
in terms of people and emotions and 
make their copy a servant of the 
people. In advertising we have a 
mighty weapon. If the newspapers 
will act in unison on other war 
topics as they have in the scrap and 
war bond drives, they will become 
more than a local force. Their work 
will be seen by all, advertisers, 
space buyers and the public. They 
will emerge as a national force, the 
greatest force of this war on the 
home front.” 


Joins Garfield & Guild 


Richard Berggren, formerly ac- 
count executive of Richard Jogensen | 
Advertising, San Jose, Cal., has} 
joined the copy department of Gar- | 
field & Guild, San Francisco. 


Second Edition 


of Young Book 
Is Published 


Chicago, June 10.— Advertising 
Publications, Inc., publisher of Ap- 
VERTISING AGE and Industrial Mar- 
keting, has announced publication of 
the second edition of James W. 
Young’s popular book, “A Tech- 
nique for Producing Ideas.” Since 
the first edition was published two 
years ago, thousands of copies have 
been sold, and the book has bee! 
widely acclaimed as a_ practical 
handbook for creative thinkers. 


The new edition is in larger si7e, 


with larger and more attract 
type. Mr. Young, who 
consultant of the J. Walter Thomp- 
son Company, and has long be«n 


one of the outstanding figures in te 


advertising world, developed tie 
material originally in a _ series 
lectures, which proved so popu'.! 
that it was decided to offer it © 
book form. 

The price of the book remains $'- 


Assumes New Post 


Mrs. William Brown Melone: 
editor of This Week Magazine sin 


its inauguration in 1935, will a>- 
sume the new post of editorial ¢ 
rector. William I. Nichols, ma! 
aging editor since 1939, succeeds h 
as editor. 


GIBBONS 
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Sav sree 
WINNIPEG 


MONTREAL 


KNOWS CANADA 
J. J. GIBBONS LTD. 
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Complacency ls 
Jarget at NAEA 
War Conference 


(Continued from Page 2) 
Cleveland’s largest industries have 
been scheduled. These pages and 
others which will come, will mean 
an added revenue of around 
$100,000 for the News in a year’s 
time, Mr. Cahill said. 

“That will pay our Advertising 
Bureau dues many, many times 
over,” he said. He concluded by 
urging mewspapermen to have an 
intense belief in themselves, and to 
uphold the high ideals which are 
a part of the free press tradition. 

That newspapers are more deter- 
mined than ever to obtain a greater 
place in the national advertising sun 
was evident throughout the meet- 
ing. They are proceeding aggress- 
ively along several fronts, and, as 
seen in the appointment of the retail 
promotion committee and the group 
to study a new definition of retail 
and general advertising, are plan- 
ning to open new ones. Dovetailing 
with the over-all work of the 
ANPA Bureau of Advertising, is 
that of the New York and Chicago 
special representative groups, who 
through special committees are 
carrying the story of the “efficiency, 
economy and reader coverage” of 
newspapers directly to the largest 
advertisers in the country. The 
New York group, headed by Ray H. 
McKinney, of J. P. McKinney & 
Son, and president of the American 
Association of Newspaper Represen- 
tatives, in the past few months has 
made presentations to 29 leading 
advertisers. The Chicago group, of 
which J. H. Sawyer Jr., is chairman 
of the new business committee, has 
held meetings with many of the 
nation’s largest advertisers in Chi- 
cago and Minneapolis. In addition, 
the “committee extraordinary” of 
the NAEA, headed by C. E. Phillips, 
Star and Register-Republic, Rock- 
ford, Ill., has an educational pres- 
entation titled “The Greatest Show 
on Earth” which the 30 members of 
the committee, who are located in 
various parts of the country, have 
shown to 80 regional or district 
sales managers of five major na- 
tional accounts. 


Are Well Received 


These visual presentations, care- 
fully prepared and illustrated and 
giving all the facts on newspaper 
circulation, readership and _ local 
and national influence, have had a 
remarkably fine reception, the con- 
vention was told. Many requests 
have been made for copies of the 
material, while other dealers and 
sales managers have stated they 
never before heard the newspaper 
story so succinctly told. 

Mr. Phillips’ committee will con- 
tinue its aggressive work in the 
“grass roots” while the representa- 
ves and the Advertising Bureau 
will continue their work on an 
expanded scale. 

The presentations of both repre- 
sentatives and the “committee ex- 
traordinary” feature the fact that 


Collins, Miller & Hutchings 


INC. 


ioto-engravers in Chicago 


‘)] North Michigan Avenue 
Franklin 9854 
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AT CONTINENTAL AGENCY NETWORK MEETING 
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In attendance at the ninth annual convention of the Continental Agency Net- 
work, held in New York May 22-23, were, left to right, back row: Darell Pretzman, 
Horton-Noyes; Frank Casey, LaPorte & Austin; N. L. Telander, Scott-Telander; 
Hugo Wagenseil, Hugo Wagenseil & Associates; Enno D. Winius, Anfenger Ad- 
vertising Agency; Harold Stone, Pacific National Advertising Agency; David B. 
Arndt, John Falkner Arndt; Elmer Horton, Horton-Noyes; William Horsley, Pa- 
cific National Advertising Agency. Front row: Ray Noren, Horton-Noyes; A. H. 
Fensholt, Fensholt Co.; Ben Leedom, LaPorte & Austin; Robert N. D. Arndt and 
Robert Mendte, John Falkner Arndt; William S. Walker, Walker & Downing; and 
John F. Arndt, president of John Falkner Arndt and of Continental. The West- 
inghouse picture on Page 44 was inadvertently represented as the Westinghouse 


group in the June 7 issue of Advertising Age. 


newspaper circulation is now at its 
highest point in history. In the 
United States and Canada 42,744,000 
families buy a newspaper every day, 
paying in the aggregate a total of 
$1,300,000 daily, or $416,000,000 
yearly. This is more than the pub- 
lic spends for all its other reading 
matter combined, including books, 
the convention was told. Both pres- 
entations make specific comparisons 
between newspaper saturation and 
their low advertising cost per reader 
with the same factors in the radio 
and magazine fields. Both also 
emphasize the success of the news- 
paper scrap metal drive of last year 
made at the invitation of Donald 
Nelson, chief of the War Production 
Board. Mr. Nelson sought to obtain 
4,000,000 tons of scrap in eight 
weeks, but with the weight of the 
newspapers behind the drive 5,000,- 
000 tons were collected in three 
weeks. 

Additional angles on the drive for 
more national advertising were pre- 
sented by Frederick Dickinson, sales 
manager of the Bureau of Adver- 
tising, and Mr. McKinney. 

“As a result of their great con- 
tributions to the war effort and the 
magnificent job they have done in 
keeping the public informed, news- 
papers are in the limelight now as 
never before,” Mr. Dickinson said. 
“And the limelight means oppor- 
tunity. Newspapers face the great- 
est opportunities they have ever 
had, if they will only act to capi- 
talize on them.” 

He called the Bureau’s Continu- 
ing Study one of the greatest bless- 
ings the field has ever had and 
urged continued support. He cited 
the present volume of institutional 
and public relations advertising as 
a new recognition of the value of 
newspaper space, and said that the 
flow of this copy today is little 
short of phenomenal. In addition to 
its general and continuing presenta- 
tions, the Bureau is preparing spe- 
cial material, he declared, adding 
that numerous new projects will be 
undertaken. 

Mr. McKinney stated that since 
April 1 his group has contacted 29 
blue ribbon national advertisers. At 
each conference a presentation titled 
“The American Newspaper as an 
Advertising Medium” was given. 
This had previously been shown to 
groups of advertising agency men| 
and was given the endorsement of 
the American Association of Adver- 
tising Agencies. The presentation 
dovetails with “The Greatest Show 
on Earth” material being shown by 
the NAEA Extraordinary Commit- 
tee, and uses some of the same 
material. 


“Poorest Used” 


“You continually hear that the 
newspaper medium is the poorest 
sold,’ Mr. McKinney said, “but I 
quarrel with that. It is not the 
poorest sold, but the poorest used. 
Huge sums are spent to sell the 
controllable factors of the medium, 
circulation, rates, markets, but 
nothing is being done about the 
uncontrollable factor, and that is 
copy—the use of newspaper space 
and all the facilities newspapers 
offer. Copy is supreme. All assets 
are wasted if the copy is inade- 
quate. 

“Newspapers haven’t begun to 
study the effectiveness of copy. 
Radio doesn’t sell radio, it sells pro-| 
grams built around its artists’ bu-| 
reau. Advertising is a science; we 


and human emotions. We trust to 
luck after space is sold that it will 
be adequately used. We have 
schools of journalism, of layout and 
typography, but nowhere is there a 
school which teaches people how to 
write effective advertising copy. In 


the realm of copy lies the future of | 
newspapers, and I recommend that, | 
if we can, the NAEA take some 
action on this problem.” | 
The New York convention, de- | 
spite wartime travel difficulties, 
was one of the best attended in 
NAEA history with 258 members 
registered. Many new members| 
have recently been added bringing 
total membership to 460, the high- 
est in history. 


Wallace Named President 


William Wallace, advertising 
manager, Toronto Star, was raised | 
from first vice-president to presi-| 
dent succeeding William Ellyson 
Jr. Henry W. Manz, advertising | 
manager, Cincinnati Post, was| 
moved from second vice-president | 
to first, and Robert K. Drew, adver- | 
tising manager, Milwaukee Journal, 
was elected second vice-president. 
Two new directors were elected, J. 
Thomas Griscom, Nashville Banner 
and Tennessean, and Earl H. Ma- 
loney, advertising manager, Peoria 
Journal-Transcript. Two members 
of the Advisory Committee who are 
retiring — Col. Leroy W. Herron, 
Washington Star, and F. E. West- 
cott, Gary Post-Tribune — were 
succeeded by Stuart Chambers, 
advertising manager, St. Louis Post- 
Dispatch, and James Brumby, ad- 
vertising manager, Atlanta Journal. 
Irving Buntman was renamed sec- 
retary. 


on the deaths of two members of 
the association, A. Schaefer, adver- 
tising manager, Fort Wayne Jour- 
nal-Gazette, and John E. Jerome, 
Minneapolis Times. 


Kirchner Heads Chicago 
Industrial Advertisers 


Cc. Norman 
Kirchner, adver- 
tising manager, 
Independent 
Pneumatic Tool 
Company, was 
elected president 
of the Chicago 
Industrial Ad- 
vertisers Asso- 
ciation at a meet- 
ing held June 11 
at the Butterfield 
Country Club. 

Other officers 
elected are: Fred 
Jones, Creamery 
Package Company; William Mar- 
steller, Edward Valve & Mfg. Com- 
pany; and John Roberts, National 
Cylinder Gas Company, vice-presi- 
dents; and Lewis J. Schanz, The 
Mercoid Corporation, secretary - 
treasurer. Directors are: J. N. 
Krohne, Cardox Corporation; V. C. 
Hogren, Acme _ Steel Company; 
Walter Yogerst, Bodine Electric 
Company; E. J. Wilson, Curtis 
Ligkting, Inc.; L. J. Willcox, Evans 
Associates; and J. H. Morse, The 


C. N. Kirchner 


Resolutions of sorrow were passed 


Buchen Company. 
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OUR SPECIALTIES 


CATALOGUES 
PUBLICATIONS 
GENERAL PRINTING 


One of the largest, most efficient and completely 
equipped printing plants in the United States 
(The former Rogers 9 Hall Co. Plant) 


Excellent Quality 


must study it. It appeals to people, 


Catalogues 
Booklets 
Flyers 
Proceedings 
Price Lists 


monotype. 


distribution. 


presses print. 


Telephone 
WABash 3380 


Publications 

Paper Covered Books 
House Organs 
Convention Dailies 
General Printing 


Typesetting Always clean linotype and 
Standard and special type faces, if 
desired, from our own machines and type foundry 


Presswork We have the most modern presses 
to produce any type of printing job economically. 
Color presses, one or more colors, operated by 
master pressmen. 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy. 


Mailing If desired, we mail your printed 
matter direct from Chicago 


the central point of 


The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 


NATIONAL 


Due to—Modern Equipment and Master 


Printers. 


Quick Delivery 
Due to—Modern Automatic Machinery — 
Day and Night Service. 


Right Price 


Due to—Superior Facilities and Efficient 


Management. 


Satisfied Customers 
Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, publication, catalogue, ad- 
vertising and mailing problems. LET US 


SOLVE YOUR PROBLEM. 


IN OUR SPECIALTIES 


Let us estimate your printing needs —however 


large or small. 
obligation. 


ONE OR MORE COLORS 


Polk and La Salle Sts., Chicago, Ill, 


PRINTING PRODUCTS CORPORATION 


Printers 


LOCAL 


WE EXCEL 


Estimates place you under no 


Dun & Bradstreet, Inc. Rates 
Printing Products Corperation 
and Asseciates ever $1,000,000 

Highest Credit 
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END OF COMINTERN TIMED TO ASSIST INVASION OF 
EUROPE. In spite of the somewhat garbled transmission 
of the names it would appear that all of the 12 signers of the 
resolution dissolving the Communist International come from 
Continental Europe. The countries represented on the exec- 
utive committee include Germany, Italy, France, Hungary, 
Rumania, Bulgaria, Czecho-Slovakia, Spain and, of course, 
Russia. There was no one from North or South America, 
from China or Japan or India, nor, it seems, from the British 
Commonwealth and Empire. 


os = PS teak % a “ae 


This is signifieant, for it reflects a fact 
which is confirmed from many other 
sources—tiamely that in recent years, 
: the Third International has been in prac- 
tice an itstrument of Soviet policy on 
the Continent of Europe. Elsewhere 
the Communist parties have followed 
the line of propaganda laid down in 
Moscow. But on the Continent they 
were not only propagandists; they have 
been in varying degrees disciplined 
forces charged with the responsibility 
of organizing governments under the 
control of Moscow. . . . Stalin is not a 
| man, who, just for the sake of being 
amiable, abandons one weapon unless 
he has a better one in hand. Until very recently the Comin- 
tern, though a great moral liability to Russia almost every- 
where, was still also an asset: in many parts of Continental 
Europe the underground Communist Party has been the best 
disciplined and most daring center of resistance and sabo- 
tage. As long as Russia bore the main weight of the Nazi 
attack it mattered less to Stalin what non-Europeans thought 
of the Comintern than that this underground Communist re- 
sistance, on which he could rely, should continue. The non- 
Europeans were not fighting in Europe. But now resistance 
is becoming more and more national, and the British-Amer- 
ican assault on Hitler Europe is developing from all direc- 
tions. Thus, he has nothing to lose and much to gain by 
enabling his Allies to coordinate their military invasion of 
Europe with a unified national resistance within Europe. 
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Stalin’s got Hitler —- now! 


UNC 


writes Nephew WALTER LIPPMAN, internationally 


known commentator, who said the other day 


The timing of this move is well calculated to dissolve the 
cement of the enemy alliance at the moment when it is about 
to be subjected to the shock of the military offensive. For the 
enemy alliance is formed on the basis of the anti-Comintern 
pact. © 


This pact, which was signed by Japan and Germany on 
Nov. 25, 1936, has been a prodigiously successful device. It 
was a blind to cover a military alliance. It was a racket in 
which the governing classes of Continen- 
tal Europe were induced to surrender 
their liberties and their self-respect in 
order to buy protection by a set of inter- 
national gangsters against the Bolshevik 
menace. The menace was real, though 
often grossly exaggerated. But what mat- 
tered was that the European collabora- 
tionists with Hitler were themselves too 
lazy, too stupid, too greedy and too cow- 
ardly to deal with the menace as states- 
men and as patriots. 


With the deterioration of Hitler's 
power this racket is now breaking up. 
On the one hand, Russia, in the tremen- 
dous ordeal through which she is pass- 
ing, has become again profoundly Rus- 
sian and nationalist. On the other hand, in the rest of Europe 
the collaborationists are now traitors condemned by the ter- 
rible wrath of their own peoples. As the blows fall from the 
West, as Armies of liberation set foot in Europe, it is obvious 
beyond the power of Goebbels to deny it, that we bring with us 
the heart's desire of all but the traitors who are doomed. 


It is impossible for Hitler to pretend that the British and 
the Americans and the French have come to destroy the civili- 
zation of Europe. It is impossible to conceal any longer the 
truth that the prediction of Gen. Marshall, made a year ago 
at West Point, is being realized: That “before the sun sets on 
this terrible struggle our flag will be recognized throughout 
the world as a symbol of freedom on the one hand and of over- 
whelming force on the other.” 


erpts from a regular column by Walter Lippmann, appearing — exclusively in Boston —in Tut Boston Grose 


eal - The Boston Globe 


> Morning + Evening 


Sunday 
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NCLE DUDLEY, signer of Globe editorials since 


1891, has become synonymou 


s with The Bos- 


ton Globe. For over fifty years Uncle Dudley’s clear, 
common-sense editorials have not only expressed the 
policies and reflected the character of this newspaper 


but have expressed the thoughts of 


the majority of 


his readers as well. Writing of Boston tradition, the 
New York Herald-Tribune once said: 


“There's the balloon and pinwheel man who 
has memorably vended his wares from the 
corner of Webster's fence in Commonwealth 


Ave. There are the swan boats in the Public 


Gardens — the celebrated silver 


free lunch 


dishes in Locke-Ober’s Winter Place restaurant, 
and there are the Uncle Dudley editorials in 


‘The Globe.’ ” 


Through seven decades Uncle Dudley's family of 
nieces and nephews has grown steadily until now 


they number hundreds scattered all 


over the world. 


They bring Globe readers exclusive, up-to-the-minute 


news and comment. Here are just a 


Uncle Dudley's family, today: 


Dorotuy THompson ¢ Ernest LinpDLe 


few members of 


y ¢ Heren Lom- 


BARD « Ernie Pyce ¢ Fretcuer Pratt ¢ Wituiam H. 
STONEMAN © JouHNn LarpNeR ¢ Jay FRANKLIN ¢ JouHN 
Barry ¢ Potty Wesster ¢ Dornotny Hittyer « Henry 
Harris ¢ Harotp PutNam ¢ SALty Stuart ¢ Georce 


AntTuei. ¢ ANN Dean ¢ Otto ZAUSMER 


¢ Joun Kieran ¢ 


Samuet Grartron ¢ Epcar ANset Mowrer ¢ Greorce 


Weiter « Nevct Gutes ¢ Rosert J. 


Barrows ¢ Paut Guaut ¢ Henry McL 


Kirkpatrick ¢ Ricuarp Mowrer « A. T. 
Srowe « ALLEN Haypen ¢ Waverty 


Casey ¢ Nat A. 
EMORE ¢ HELEN 
STEELE ¢ LELAND 
Root ¢ CARLYLE 


Hout ¢ Dorotuy Dix ¢ Emity Post ¢ JoHN STEINBECK ¢ 


Lours M. Lyons ¢ James Morcan ¢ C 


e James Powers ¢ Eart Banner ¢ E 
GRANTLAND Rice ¢ Haroitp Kagese 
Josern F. DINNEEN 


HARLES MERRILL 
Lt CULBERTSON ¢ 
e Jerry Nason 


Supplementing these writers are the world’s best 


news and picture services: 


Chicago Daily News Foreign 


Service* 


Overseas News Agency* 


Associated Press 


New York Herald-Tribune New 


Chicago Sun Foreign Sert 


s Service* 


sice*™ 


Toronto Star News Service* 


A.P. Wirephoto 
Acme Photo Service* 
United Press 
in Tue 


*Exclusively, in Boston. 
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PHOTOGRAPHIC 


Disregarding the adage about choosing women and linen by candlelight, Schen- 

ley's Cresta Blanca uses soft light, a beautiful dinner partner and fine wine as 

the perfect companions for its “giemor of fine wine” theme. This display was 
reproduced in full color by Einson-Freeman Co. 
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Sonora Radio & Television Corp.'s smashing promotion campaign includes a 

series of four-color pages, of which this is one, for a list of national magazines. 

Business papers carry heavy promotion to prepare the trade for early resump- 

tion of at least limited manufacture of radio sets and parts to maintain the 

country's reception facilities. Weiss & Geller, Chicago, is the agency. (Story 
on Page |.) 
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Millions of troops 
are on the move... 
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As a feature of the current intensive 

“Don't Travel” campaign, Paul H. Bol- 

ton, campaigns section, ODT, has de- 

signed this new poster, which will soon 

make its appearance in rail and bus 

stations, hotels, stores and factories 
across the country. 


CARA BEAUTY 
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Light and shadow enhance the effective- 

ness of this new display for United Drug 

Co.'s Cara Nome cosmetics. The dis- 

lay was photographed in full color and 

ithographed by Einson-Freeman Co., 
Long Island City. 


DOUBLE DUTY 


Grandma's Old Fashioned molasses, 

packed by American Molasses Co., New 

York, and Boston Molasses Co., boasts a 

label which carries 15 sugar-saving 

recipes. Detached, it may be folded into 
a recipe booklet. 


‘FRIENDLY CHEER AND COOL REFRESHMENT' 


>ulf Brewing Co., Houston, has launched a series of semi-institutional advertisements for Grand Prize beer, presenting the 


everage as one of the things that help maintain morale. 


The phrase, “Cultivate the Good Things,” featured in newspapers, 


» also used in 24-sheet posters, one of which is shown, and in painted bulletins and point-of-purchase displays. The series was 


lanned to tie in closely with the campaign of the Brewing Industry Foundation. 
handles the account. 


Rogers-Gano Advertising Agency, Houston, 


SIGNS UP SYMPHONY SERIES 


T. J. Needham, vice-president of United States Rubber Co., has put his signature 

on the contract for the new 52-week series of New York Philharmonic-Symphony 

sponsored by the rubber company over the Columbia Broadcasting System. Re- 

ceiving the document is Willis E. Blodgett, executive vice-president of Campbell- 

Ewald Co., agency in charge, a * ge: Young, U. S. advertising manager, 
ooks on. 


AD MANAGERS GATHER IN NEW YORK 


Three Ohioans and one Hoosier photographed at the NAEA convention in New 

York. Left to right: H. W. Manz, Cincinnati Post; Gene Bennett, Ft. Wayne 

News-Sentinel; John Sweeterman, Dayton Journal-Herald; Vic Merson, Canton 
Repository. (Story on Page |.) 
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Attending NAEA New York meeting were (left to right): Frank Meyers, Hunt- 

ington Publishing Co., Huntington, W. Va.: Abe Doris, The Katz Agency, New 

York; R. E. Scofield, Herald-Leader, Lexington, Ky.; Arthur Eyl, Louisville Courier- 
Journal and Times. 


Sh ane 4 


NAEA delegates photographed at luncheon in New York. Left to right: Harry 

L. Hawkins and George Steele, Philadelphia Bulletin; Louis E. Heindel and H. A. 

Johnson, Wisconsin State Journal, Madison; Dale D. Karstaedt, Racine Journal- 

Times; Siegel Meyer, Marshfield News-Herald; and J. E. Slaight, Reporter, 
Galt, Ont. 


Another NAEA luncheon group. Left to right: George Hook, Raleigh Times; 

Al Brandon, Telegram, Rocky Mount, N. C.; William Waddell, Times-News, 

Kingsport, Tenn.; William Schak, Metro Newspaper Service, New York; D. H. 

Randolph, Paul Block & Associates, New York; H. J. Wyman, Pittsburgh Post- 
Garette; and H. V. Manzer, Worcester Telegram-Gazette. 
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IE HE HAD never read anything, 
David Livingstone would probably 
have lived and died, a humble cotton 
spinner in the Scotch village where 
he was born. 

Taken from school at 10 and put 
to work—he came across some books 


In the factory the boy Livingstone kept — Oy missionary travels. They first gave 


@ book beside him on the spinning 
jenny, and read it by snatches as be 


worked. 


him the dream of far countries, great 
work to be done. 


He determined to educate himself. Working 14 hours 
a day in the factory—he yet managed, by years of 
solitary reading, to train himself in the scientific 
knowledge essential for his great task. 


No man ever did so much for Africa. He opened up 
a million square miles of new territory in the heart of 
the Dark Continent—one of the greatest exploring feats 
ever accomplished. 


Great missionary, great explorer—it was his scientific 
reading, begun in boyhood, that proved the key to all 
his achievements, making the name David Livingstone 
ring like a bell whenever the word “Africa” is spoken. 


i y 


Few men get through a single day of life without depending 
in some way on their reading. Just as Livingstone in the 
jungle, cut off from books and white men, constantly used 
his remembered reading as a resource—millions of men and 
women today find reading an indispensable guide to living. 

In more than 7,500,000 homes throughout the United States 
The American Weekly endeavors to satisfy this urgent, ever- 
growing necessity’and desire for knowledge. 
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The famous scene when Henry M. Stanley, American journalist, found the “lost” Dr. Livingstone in the beart of Africa. 


Its thrilling true stories of real people—of their loves, 
intrigues, struggles, passions and crimes—are read with ir- 
resistible attraction by the millions. Only a chosen few can 
live, as David Livingstone did, an actual life of romantic 
adventure. But millions imagine themselves the heroes and 
heroines in a gloriously free, adventurous existence as they 
read these swift-moving romances of real men and women. 


Its fascinating articles on science, history, biography, in- 
dustry and exploration open new worlds to the youth of 
America. Like the boy Livingstone, who got his first com- 
pelling vision of the future through reading an account of 
missionary travels— millions today get a thrilling impact 
with new ideas and new incentives through reading the 
absorbing, stimulating and absolutely authentic articles in 
The American Weekly. 


Reputation for truth and accuracy is so well-established that 
copies are used every day by teachers and instructors in schools 
and colleges all over the country. Even scientific and cultural 
publications reprint these articles from The American Weekly. 


THE 


Greatest 
Circulation 


in the World 


EADING was his path 
to AFRICA and GLORY 


Livingstone, in his work with the natives, had great success 
in teaching many of them to read; but so great was their awe 
and fear of its mysterious power, that one young chieftain 
refused to learn, “fearing it might change his heart.” 


It is true that reading has the power to change both the 
hearts and minds of men. The American Weekly, throug.) its 
broad understanding of the people and their common 
humanity—their joys and sorrows, pursuits and ambitions~ 
exercises this power on a vastly greater scale than any othe 
medium. 

Sd ry sd 
The American Weekly is the magazine distributed through 
Sunday newspapers from coast to coast—reaching more thao 
seven and a half million homes. 


The national advertiser who associates his product with such 
a mighty institution is tying it up with the greatest force 
known in advertising. He is making his advertising mes>'£° 
like the rest of The American Weekly, the week-after- cek 
reading habit of these more than 7,500,000 American fam: '¢*- 


ERICAN 
== DAWEEKLY 


“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Buoc., Carcaco . . 
Cungnat Morons Bioc., Dernorr. . . . . 


. . « 5 Weermnor Sqwane, Boston... . . Ancape Buoc., Sr. Lowrs . . . . . Hanna Bupc., Cusvetano 
101 Manterta St.. Attanta . . 


. « « Epesow Bupc., Los Ancetezs ..... Heanst Buoc., San Francisco 
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